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PARCEL POST |e 
TWINE 


FAST SELLING ITEMS! 


Parcel Post Twine is one of our leading items. Our 12 ply, 
27 |b. test is an original feature as is our bleached white 
Art. 537-B which is a MIKE exclusive. 


Art. 514—12 ply 
Natural, 80 ft. cored ball, 
27 |b. test 


250 ft. cored ball, 27 Ib. 
test. 


Art. 537-B—10 ply - Se ART. 537 
Bleached, 250 ft. cored . T ‘ 


WINE 
ball, 24 lb. test Orders of $75.00 or more, freight 


\\\ ’ \\ i prepaid. Orders of less than $30.00 
\\ , ' f. o. b. Mill, Lawndale, N. C., Van Nuys, 
=. ' Calif., Marietta, Minnesota, Dallas, Texas, 
ART. 537-8 $75.00 freight allowed to $1.00 per cw 
Freight prepaid does not include extra 
charges incurred outside carrier’s 
regular zone of delivery. 


Cleveland Mills C 
ccrsusveo ors Cleveland Mills Company o..00.... 


14346 Bessemer St., Van Nuys, Cal. Marietta, Minn.* 3104 Gaston Ave., Dallas 26, Fexas*® Waynetown, Ind. 








“NAT” STANDS OUT 
with the most complete line 


You can simplify ordering and stock handling, and still sell your customers 

the most complete line of high quality fasteners. National makes it possible. 

Handling is easier with National’s uniform packaging. Labeling is big and bold 
and color-coded for quick on-shelf identification and selection. All in all, your stock 
of National fasteners in the trim red and black boxes makes a much better looking, 
more smartly businesslike fastener department. 

And since the National line is the complete line, it pays to think National when 
you think about saving through one-source buying. 
Consider the facts—all the advantages of standardiz- 


Ask Your Distributor . . . He Knows FA 


ing on National fasteners—and make the National 
line your line, because it stands out in every way. Ppp alttona V8 
/ y, 
Poe od 3 


NATIONAL SCREW & MFG. CO. OF CAL. 


3423 So. Garfield Ave., Los Angeles 22, Cal. 
Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 
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No Sale 


Last week, this Oxco #12 Merchandiser was selling brushes 


like it was bucking for the manager's job. This week, it isn’t 
earning its keep. Someone forgot to re-order stock. 


When we see a situation like this, we feel we've failed 
somehow. But at these prices, you can’t build in an automatic 
reloading feature. We have, however, (with a big assist from 
the NRHA) built a powerful, working, selling unit and stocked 
it with the top items in America’s top brush line. Keep it 
stocked and you'll have a free, full-time clerk working for you. 


Who’s to blame for the empty merchandiser? Next time your 
Oxco Jobber comes in, give him what-for for not reminding 
you to check stock. And give him an order. 


If you're really looking for problems, you might try the 
Oxco #25 Merchandiser. Over twice as many hooks to fill, 
twice as many brushes. Of course, there’s twice the profit. 


o* So 
-g: 
**e, sr os 


OX FIBRE BRUSH COMPANY, INC. 


rreoenicx alebahed /S§$ maavianod 


THE LINE THAT 
MOVES 
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HELP YOURSELF TO A BUCKETFUL OF PROFITS! 


Dealers will tell you this Cone Mop Bucket doesn’t stay 
in stock long enough to get dusty! 


And talk about fast turn-over, here’s another USS galva- 
nized product dealers can’t keep in stock. This Trash Can 
moves out of the store as fast as it’s put on display! 
Your customers know the USS label stands for @ USS fin- 
est quality galvanized steel @ USS deeper corrugation for 
extra strength @ USS tight seams overlapping in key places 
& USS double seam raised bottoms @ USS drop handles 
and sure-fit covers. 

See the USS ads this month in Sunset Magazine, Better 
Homes & Gardens and Sunday newspaper magazines. Both 
these top-sellers are featured! 

Check your hardware or nursery jobber about the com- 
plete lines of USS galvanized ware and garden tools. If you 
can’t find what you want, call or send us a card. 


tered trademark 


United States Steel Products 
Division of 
United States Steel 


Trash Cans 
5100 Sante Fe Ave., Los Angeles, Calif. « 1849 Oak St., Alameda, Calif ae 
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CRESCENT SOCKET WRENCHES, 
ATTACHMENTS 
AND SETS 


Complete Set No. CSB18 
: 1/2” Square Drive. Twelve 12 point 
sockets 7/16", to 1-1/4", three handles and two 


extensions in a heavy gauge, piano-hinged steel case 


“Midget” Set No. CMB16. 1/4” Square Drive. Eight 
6 point and three 8 point sockets 3/16” to 7/16", 
two handles and cross bar and two extensions in a 
sturdy metal case with piano-hinged cover. 


Here’s world-famous Crescent Quality in a mod- 


erately priced line of Socket Wrenches. All popu- ; HARDWARE DEALERS every- 


lar sizes. Thirteen set combinations: 14”, 3/9", 1/4” where are increasing their tool 

a f ) P Ye 4 Yo sales with Crescent Display panels. 
and 34” square drives; 6, 8 and 12 point sockets; Designed for wall, counter, table 
or window display, they can be 
used with various mounting fix- 
drives and attachments. Precision machined from tures. Ask your jobber for details. 


standard and deep types, and a variety of handles, 


alloy steel, permitting thinner than average side 
walls with no sacrifice of strength. Chrome-plated 


.- loaded with utility features. CRESCENT TOOLS 


Order from your jobber. 


Sign of the brtisan 


ws ge 2 ae 
FYMOO1 Of ONCCOERCE 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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SIDE LINES 


ONE OF THE FIVE BEST 
warehouses in the West is the 
distinction handed to Strevell- 
Paterson Hardware Company of 
Salt Lake City. They were re- 
cently awarded the Western 
Material Handling plaque for 
having one of the five top new 
Western Warehouse facilities of 
the year. They were selected 
after a survey of nearly 300 of 
1959’s major new warehouses in 
the West. The award was made 
in San Francisco on April 11 
during the 5th Annual Western 
Material Handling & Packaging 
Conference. 


THE 9ist BIRTHDAY was 
celebrated by Bill Levensever on 
July 8. He had been credit man- 
ager for Dunham Carrigan & 
Hayden in San Francisco for 
many years. He retired a few 
years ago. 


IMPORTS AREN’T FUNNY 
ANYMORE according to an edi- 
torial in a recent issue of Ameri- 
can Lumberman. They point 
out that in 1949 only 7,542 for- 
eign cars were imported to this 
country. “Last year the figure 
skyrocketed to 383,000 cars and 
imports exceeded exports for 
the first time in automotive his- 
tory,” the editorial states. They 
point out many other products 
that are imported in ever in- 
creasing amounts. These include 
hardware and housewares, of 
course. Some persons seem to 
think that if imports continue 
to grow we will have the great- 
est unemployment problem in 
history. 
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COMMENT — 


Are You Sentenced to 
a “Sell” block 


A “sell” block is a mental prison with no windows. The 
victim can’t see out to watch for new ideas and techniques 
that are available to the retail trade. 


The confinement is self-imposed. It starts with a strong 
satisfaction of the methods used in operating a retail store. 


Soon he is outclassed by competitive merchants who have 
been keeping their eyes open to trends and adapting the 
new methods which seem to apply. 


They keep their eyes focused on such sources of informa- 
tion as this issue of HARDWARE WORLD which is devoted 
to the advertising aspect of operating a retail hardware 
store. 


From findings made by our staff it pays to spend a little 
time and money in promoting your business through the 
best available media in your area. It was also disclosed 
that manufacturers and wholesalers advertising aids have 
proved to be increasingly effective. They should be. After 
all a large firm isn’t going to spend thousands of dollars on 
a program that would fizzle out before it got started. 


If you have had a mental block on selling and advertising 
aids, escape, now! escape from your “sell” block before 
confinement becomes permanent. 





OUR READERS WRITE 


... to the Editor 





Dealer Gets Compliments 
Dear Sir: 

Thank you very much for the nice 
write-up given our store in your April 
issue of the Hardware World. We 
have had many compliments on your 
write-up from several parts of the 
country. : 

I appreciate the article very much. 
If we can furnish any other news at a 
future date, we will be very happy to 
do so. 

Respectfully yours, 

Brainard Corbin 

Hardware Company 

Artesia, New Mexico 

M. A. Corbin Jr. 
Dear Sir: 

I was certainly impressed by our 
Fiftieth State and the hardware indus- 
try there—it certainly lives up to 
everything you had said about it in 
your recent special issue. 

Yours very truly 

Stewart M. Jones 

Executive Vice President 

New York Wire Cloth Company 


UPDATED & NEW 
HARDWARE FIRMS 


CALIFORNIA 

CUCAMONGA—YMYr. and Mrs. 
John H. Martin, owners of Cuca- 
monga Hardware, held their 
grand opening event recently. 
They moved their store from 
9741 Foothill to 9710 Foothill 
here. 


EL GRANADA —A _ house- 
warming was held for the new 
Rex Thomas Hardware Store 
here recently. Sponsoring the 
affair was the Pillar Point Com- 
munity Improvement Associa- 
tion. The event was well at- 
tended and turned out to be an 
interesting meeting on commu- 
nity affairs. Discussion of the 
need for school bonds was out- 
lined, both pro and con. A social 
program followed the debate. 

NORWALK—Coffman’s Hard- 
ware is originating a complete 
new-type of self-service exit for 
its hardware store. Entrance 
doors are located at each end of 
the building. An exit will be lo- 





JAZZ UP 
SUMMER 
BUSINESS! 


VINYL 
POWERGRIP 
No. P339 Assortment 


Fuller products are made in U.S.A., 
England and other countries, of the 
highest quality materials, by skilled 
Craftsmen . . . designed for service 

- and rigidly inspected to pre- 
serve Fuller Quality and Reliability. 


¢ 
39 =: 


Profits from a_ bucket-full of 
Vinyl PowerGrip Fuller Screw- 


driver! Blister-proof handles! 
Values to 95¢, retail 39¢—2 

for 75¢. Heavy duty, me- 
chanic, cabinet, #1 & #2 

hen recessed (Phillips type) .. . 
°° 50 in all. Attractive red and 
U.S.A. white pail. Put ‘em up front. 


ORDER TODAY! 
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cated at the check-out stands in 
the center of the store, allowing 
patrons to serve themselves and 
exit through only one door. Coff- 
man’s operate two hardware 
stores, here and at Montebello. 

PARADISE—Thomas Center 
will have a new hardware store 
operated by Jim and Marge 
Thomas. They also are oper- 
ators of the shopping center 
bearing their name. Remodeling 
and enlargement of the building 
which was formerly a general 
merchandise store, will make a 
separate hardware store from 
the food market. 


IDAHO 


ABERDEEN — A_ complete 
face-lifting was done on the 
Farm and Home Supply Store 
which was formerly Cooper 
Hardware. The store is owned 
by Lynn A. Standifird. Both the 
inside and outside of the store 
were remodeled. One of the new 
features which the store is hold- 
ing for the summer is the Big 
Fish contest. Prizes will be 
awarded at the season’s end to 
the persons catching the largest 
fish. 


NEVADA 

HENDERSON —Grand open- 
ing of Lyons Hardware Com- 
pany was held recently. The 
store is located in a new build- 
ing at 16 West Pacific and is 
owned and operated by Mr. and 
Mrs. Clinton Lyon. The store 
will handle complete lines of 
paint, fishing and hunting equip- 
ment and all types of tools. A 
small appliance center is in- 
cluded. Future plans call for a 
repair station for hunting and 
fishing equipment. 


UTAH 


HEBER—Anderson Hardware 
and Implement held their grand 
reopening after having recently 
converted their new store into a 
more convenient shopping area. 
According to John Anderson, 
owner-manager, a grand array 
of prizes were given away. In- 
cluded was a treasure chest. 
Keys were given away and the 
lucky persons whose keys fit the 
lock were awarded the prizes. 


(Continued on page 26) 


HARDWARE WORLD 





GRAND SLAM 


THE INCOMPARABLE LINE 





Made by the 


makers of i 
FAMOUS LOUISVILLE 
SLUGGER BATS 
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Sell CF:I Hardware Cloth for these uses...and many more 





gestions, ask your jobber for free copies of our handy 
Keep gutters Guard greenhouses He 
@ iste pe ee are folder specially prepared for the use of you and your 
customers. 
Cover chimneys Fence around trees 
2) —— Remember, when you recommend CFal Hardware 
ea. Protect flower beds Cloth you are recommending quality ...the kind of 
@ Protect pasement Make a light quality that leads to customer satisfaction and repeat 
atin ERED COVO sales. This cloth of a 1001 uses 











is heavily galvanized for extra-long life; 
won't break even when severely bent; 
retains its formed shape; 


Step up sales by suggesting to your customers that 
they use CFal Hardware Cloth for the home improve- 
ment jobs shown here. And these are only a few of the is available in a complete range of mesh sizes; 

do-it-yourself tasks for which Hardware Cloth is so meets Department of Commerce Commercial Standard 


well suited. For information on these and other sug- CS 132-46, sans 


THE COLORADO FUEL AND IRON CORPORATION 
STEEL. 
ALBUQUERQUE * AMARILLO © BILLINGS * BOISE * BUTTE * DENVER * EL PASO * FARMINGTON (N.M.) © FT. WORTH * HOUSTON © KANSAS CITY « LINCOLN 


LOS ANGELES * OAKLAND ¢ OKLAHOMA CITY * PHOENIX * PORTLAND © PUEBLO © SALT LAKE CITY * SAN FRANCISCO « SAN LEANDRO «© SEATTLE « SPOKANE * WICHITA 
For Details Circle 8 on INQUIRY CARD 


8 HARDWARE WORLD 





= WA7 HILLS AW 400 


THE POWER 
HAND SAW 
THAT'S MADE 
TO SELL 








The simple, but unique, design of the Wellsaw 400 
gives it sales appeal unmatched by any other 
power hand saw. After a few minutes trial, most 
potential owners recognize the versatility, con- 
venience, and ease of handling of this remarkable 
saw. They like the way it handles—much like a 
hand saw. They like the way it cuts—no whip, no 
kick, no pull. 

You’ll like the way it adds to your profits and 
creates happy customers. The Wellsaw 400 is a 
fast mover and moving faster every day. 


The Wellsaw 400 is made and backed by a 
company with over 30 years’ experience in manu- 
facturing high quality industrial saws. An exten- 
sive merchandising package is available including 
descriptive literature, stuffers, counter display 
stand and advertising mats. A sales-building 
dealer’s demonstrator plan is also available. 

Plan to get in on the profit opportunities of the 
Wellsaw 400 right away. Write for full informa- 
tion, or, if you prefer, ask your wholesaler to place 
an order for you. 


Here are afew of the many jobs for which you can selia 
WELLSAW 400 


. ae 
= ~\\ Ww y 


f 


Ordinary Sawing Tree Trimming 








Cut Posts and Beams 





SAW SPECIALISTS SINCE 1925 
WELLS MANUFACTURING CORPORATION 


1465 Service Road, Three Rivers, 


Mich. 
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Rope in the profits with S$UEC Os 


ig Sales Roundup for 


@ Here it is! The promotion that’s a real bonanza 
for sales. A barrage of full-color ads in 5 of the 
nation’s leading publications: Ladies’ Home 
Journal, McCall’s, Good Housekeeping, Better 
Homes and Gardens, Parents’. Plus colorful ads 
in 5 baby books. Over 33,000,000 magazines... . 
starting in September and running through 
November. Featuring Cosco folding furniture, 
stools, serving carts and juvenile furniture. And 


we’re backing it up with all the free sales aids you'll 


need to tie-in at the local level. Don’t wait! Get on 
your horse. Call your Cosco distributor for your 
stock and do a land-office business this fall. 


HAMILTON COSCO, INC. «+ COLUMBUS, INDIANA 





Win a brand-new Ford Ranch Wagon 

—in COSCO's exciting Big Roundup Contest. Or, one of 150 
wonderful runners-up prizes, including: Stetson cowboy 
hats; Acme dress cowboy boots; Western-motif cuff links. 
In addition, everyone who enters gets a man-size outdoor 
barbecue apron, absolutely free. Stake your claim now. 
Phone your distributor for your official contest entry blank. 
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Cosco at ty lle pace fOr parties 
he mest tylish pa ve , 
wpe tine” 
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PRODUCTS 





SPEED UP CONCRETE TAMPING 
with Jitterbug roller. No wading in 
concrete with long handled, 35-inch 
wide roller. Steel rods of roller numr 
ber 91. Wheels of roller are 15-inch. 
Roller pushes aggregate below sur- 
face. Handle is 12 feet.—Goldblatt 
Tool Company 
For Details Circle 97 on INQUIRY CARD 


POD STRIPPER gets colorant out of 
plastic pods. Plier handles have rub- 
ber rollers which wring out colorant. 
Rollers are resistant to paint sol- 
vents and can be cleaned with paint 
thinner. Light pressure removes col- 
orant in one stroke.—Hawley’s Paint 
Store. 
For Details Circle 100 on INQUIRY CARD 
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FLEXIBLE ALUMINUM WEATH- 
ERSTRIP has tough vinyl bulb. 
Aluminum cap is notched for flexibil- 
ity around corners in doors and win- 
dows. Vinyl bulb assures air-tight 
seal. Nu-Koil weatherstripping comes 
in 17-foot roll_—Macklanburg-Dun- 
can Co. 
For Details Circle 98 on INQUIRY CARD 


INSTANT RESTORER for wood fin- 
ishes. Mar-A-Way kit has three- 
ounce bottle of solution, application 
pads, steel wool and coarse cloth. 
Said to remove white alcohol spots, 
nicks and scorches. Available also in 
quarts and gallons. Made in four 
colors.—Finishcrafter’s Products 
For Details Circle 101 on INQUIRY CARD 


ROTATING FIRE BASKET is ver- 
tical on “Kabob ’n Grill” charcoal 
grill. Eight skewers automatically 
rotate by electric motor in base. 
Meats are basted without flare-ups. 
Chrome drip shield lifts off for easy 
cleaning.—West Bend Aluminum 
Company 
For Details Circle 99 on INQUIRY CARD 


VINYL ELECTRICAL TAPE in dis- 
penser with guillotine cutter-edge. 
Can be used in place of friction and 
rubber tapes. Tuck tape is % x 300 
inches at 39¢ retail. Tape is easy to 
apply with no liner strip. Resists oil, 
acid, alcohol and water.—Technical 
Tape Corporation 
For Details Circle 102 on INQUIRY CARD 
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any item shown on these 





pages, please circle number 
on the Reader Service Card, 
facing Page 52 in this issue 
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PRE-CUT PICKET of aluminum for 
chain link fences. Panelweve slips 
between links to make a private or 
semi-private fence. Eight patterns in 
seven colors available. Variety of 
fence patterns can be designed. 
Baked enamel semi-gloss finish.—All 
Products Company 
Fer Details Circle 103 on INQUIRY CARD 


SIDE HANDLE COVERS mean less 
chance of burned hands. New cook- 
ware design aluminum utensils fea- 
ture Easy-Over covers. Plastic han- 
dled covers can be placed upside down 
on range or counter top. Fuel-Saver 
in covers jiggles when proper tem- 
perature is reached.—Mirro Alumi- 
num Co. 
For Details Circle 107 on INQUIRY CARD 
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TRAVELING SPRINKLER for large 
lawns. Hose is laid in any pattern 
and Traveler follows. Sprinkles and 
picks up hose automatically. Op- 
tional automatic shut off valve can 
be used. Sprinkles 50 x 200 foot area. 
Rolls at 20 feet per hour.—H. B. 
Sherman Mfg. Co. 
For Details Circle 104 on INQUIRY CARD 


MEASURING WHEEL for contrac- 
tors, police officials, traffic engineers 
and others. Wheel records in feet 
and inches. Built-in totalizer. Au- 
dible click every two feet with loud 
bell at 100 feet. Folding handle ex- 
tends to 34 inches—The Lufkin Rule 
Co. 
For Details Circle 108 on INQUIRY CARD 


ié wh Dee. ne ete 75 9) ; 
“ITS BRIGHT”’—Extra-Bright zine 
finish chain will stay bright with 
handling and storage. Variety of 
chain in welded and weldless styles 
this new finish—American Chain & 
Cable Co., Inc. 

For Details Circle 105 on INQUIRY CARD 


SELF-HOLDING screw driver for 
Todd screw heads. Ratchet driver has 
pistol grip that folds into handle. 
Three interchangeable shanks fit all 
wood or metal screws. Todd driver 
said not to slip and can be used at 
any angle with one hand.—The Todd 
Tool Co. 
For Details Circle 106 on INQUIRY CARD 


OUTING KIT has leather-like saddle 
tan case of plastic with zipper. Kit 
contains large plastic sandwich box 
and quart vacuum bottle with cup. 
Ideal for couples on one day outings. 
Cup has handle and cushion shock 
absorber.—The American Thermos 
Products Co. 


For Details Circle 109 on INQUIRY CARD 


13 





HERE’S A 
| COMPLETE 
WELDED CHAIN Bus Can oe 

DEPARTMENT Ss with thie metal poleh Bent, core 


| sion, oxidation and stains are removed 
with less effort, manufacturer claims. 


ce . > | Polish chrome, brass, copper, alumi- 
As J yr num and other metals. Comes in '2- 


| pint to gallon size.—Burnishine Prod- 


: i, | ucts Co. 
0 N LY } i [~ For Details Circle 110 on INQUIRY CARD 
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... pre-cut packaged Proof-Coil 
Chain in bright Blue Temper finish. 









... ideal “starting stock”’ of 3 dif- 
ferent chain sizes in popular lengths! 


. takes only one square foot of 


. POOL CUSTOMERS may want to 
floor space! 


know that some swimming pool filters 


*. can be more easily cleaned. V-Band 
CHECK THESE Coupling eliminates 36-bolts on filter 
tank. Two-nuts and bolts connect 


IMPORTANT coupling. — Marman Div., Aeroquip 


Corp. 


“BLU ‘Z TEMPER”’ For Details Circle 255 on INQUIRY CARD 
CHAIN FEATURES: 


Rich Blue Color—tempered right into the chain 
Pre-Cut—eliminates measuring and cutting 


Pre-Packaged —for self-service, attractive display, 
convenient storage 


Load-Rated—safe working load limit clearly shown 
on every package 


\/ Labeled —for instant identification of grade, size, price 


\/ Clean—no dirty hands or clothing 


GET COMPLETE INFORMATION FROM YOUR 


JUGS, INSULATED LIGHT 
CAMPBELL WHOLESALER, OR WRITE DIRECT ENOUGH TO FLOAT is this thermic 


jug. Will keep contents cold up to 12 
| hours or hot up to nine hours. One- 


piece glass liner with Dylite insula- 
CAMPBELL CHAIN Company | tion.—Bellevue Products Co. 


CAMPBELL FACTORIES: York, Pa.; West Burlington, lowa; Union City, Calif | For Details Circle 112 on INQUIRY CARD 
WAREHOUSES: E. C brid M ;, Atlanta, Ga.; Dall Tex 
Caan a eee < For Details Circle 11 on INQUIRY CARD 
Chicago, IIl.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif 


Makers of Famous CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 
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High Speed HACKSAW BLADE 


reduces cutting costs 
as much as 0 


Biggest Hack Blade Improvement in 50 Years... 
Now Ready for the Hardware Trade! 


After 3 years of development and testing, ATKINS/ BorG- 
WARNER Offers you a revolutionary new hacksaw blade 
that has actually out-cut and outlasted competitive 
blades 2 to 1! 

New Silver Streak is a fitting companion to ATKINS 
Silver Steel line of tungsten blades. Both names represent 
the industry’s highest achievement in hack blade met- 
allurgy for the types of cutting each is designed to 
perform. 

Call your Atkins Wholesaler NOW ... ask for new 
Silver Streak Hacksaw Blades. 





NEW... FuLt LINE HACKSAW DISPLAY CS 


BORG-WARNER 


for fast turnover, fast profit! Sutvor. Streak. 


NOW AVAILABLE FROM YOUR ATKINS WHOLESALER 


first full-line hacksaw display ever offered by an American manufacturer! 


Display No. 4977 > Retail Value of 
. P y * Frames & Blades 571.16 
For wall, pegboard or post. All steel rust- : 


proof construction, 12” x 28”x 8”. Hangers : Value of Display 10.06 
for hack frames and rotating rack for : 5 
blades. Descriptive panels help customers : TOTAL VALUE 81.22 
select right blade for the job. Complete : geguiar Dealer 

with 1 No. 10 and 2 each of Nos. lll and : Cost 59.83 
199 Atkins Hacksaw Frames and 150 : ‘49 77 
assorted blades. YOU PAY ONLY . 


Le 2.18.0 See ee PF 





« Retail Value 
also available: : of Blades 560.90 


Display No. 4293 : Value of Display 6.50 


Consisting of the rotating rack section of + TOTAL VALUE 67.40 
No. 4977, with pedestal. Complete with ; Regular Dealer 49.43 
150 assorted Silver Streak, Silver Steel and : Cost y 

Standard blades . . . : yourpayonty °42,93 


_ Call your ATKINS Wholesaler 
| for this Money-Making Display! 


ATKINS SAW DIVISION, BORG-WARNER CORP. 


| INDIANAPOLIS 25, INDIANA 


TRADE MARKS OF BORG-WARNER CORP 
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Use Inquiry Postcard for Further Information About 


NEW PRODUCTS 





POWER SCYTHE is multi-purpose 
power tool for gardens. Ten inch saw 
blade is designed for heavy brush. 
Other attachments are trimmer, cul- 
tivator and water pump.—Dille & 
McGuire Mfg. Co. 
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“Just one apart \ : 
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Vow 5 Way Key Chain — 


Quick release inte 3 parts 


THREE-WAY KEY CHAIN locks to- 
gether by ball and spring retainer. 
Made of nickel with chrome finish. Any 
section is released by pulling apart. 
Stainless steel chain included. — The 
Warson Mfg. Co. 
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FLYBALL GOVERNOR matches en- 
gine power output. Low silhouette 
engine gives full power over vane 
type governor. New governor is 
standard equipment. — Lauson-Power 
Products Engine Div. 

For Details Circle 122 on INQUIRY CARD 
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able in four packages. Aluminum, 
steel, porcelain and glass packs for 
use on all repair jobs. Dries in 30 
minutes.—Traffic Control, Inc. 

For Details Circle 117 on INQUIRY CARD 


LATEX Pat j 


€ 


= eg ion . 
wovse Panning casy as wack *™ 


~~ were > Be 


LATEX HOUSE PAINT for outside 
wood and masonry. Resists blistering 
and peeling. It “breathes” through 
pores. Dries in about one-half hour. 
Can be brushed, rolled or sprayed.— 
Lowe Brothers Co. 
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PLUG-IN SHEARS for easy action. 
Electric grass and shrub shears trim 
grass, edge walks and shape shrubs. 
Scissor-action with slip clutch are 
safety features.—Skil Corporation 
For Details Circle 123 on INQUIRY CARD 


HOLD ANY SIZE SHOE with “E-Z 
Shoe Holder.” Bracket attaches to wall 
and holder slips in bracket. Shoe is 
held rigid for easy shoe shining. All 
steel construction.—Solar Products. 
For Details Circle 118 on INQUIRY CARD 





CARTRIDGE GLAZING with Handi- 
glaze. Cartridge comes with plunger 
ready to drop in gun. Gives exact 
amount of glaze for sealing. Glaz- 
matic nozzle does the work.—Gibson- 
Homans Company 
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HANDSOME AND CONVENIENT is 
this foil dispenser. Fingertip selection 
for standard 12 inch roll. Finished in 
Copper-Tone aluminum. Will mount 
on wall or cabinet—Mirro Aluminum 
Company 

For Details Circle 124 on INQUIRY CARD 
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to chamber in shotguns 


of climatic conditions’ 


Steel and Polyethylene “SP” shells, backed by intensive Peters research, assure discriminating 
sportsmen the uitimate in shotgun shells. 
These new Peters Premium Grade shells, made with steel heads and linear polyethylene bodies, 
were designed to meet demands of rugged, all-weather hunters. 

Here now are shells GUARANTEED to perform under the roughest hunting conditions, shells that 
will not swell in rain, snow or sleet, will not scuff or mar, will maintain ballistic and dimensional 
stability in all kinds of weather! 


LOOK AT ALL THESE FEATURES... 
ki 


GUARANTEED —to chamber in shotguns 
under all weather conditions. No more 
swollen bodies, wasted shells, or malfunc- 
tions due to bad weather. 


. NEW LINEAR POLYETHYLENE ONE-PIECE 


SEAMLESS CORRUGATED BODY. Linear poly- 
ethylene is one of the toughest plastics 
available, made even tougher by a secret 
process. 


. NEW DUPLEX PLATED STEEL HEAD — steel 


where steel belongs. Peters use of poly- 
ethylene, together with the new one-piece 
base wad, permits us to take advantage 
of the strength of steel. This new steel 
head is copper and brass plated, corro- 
sion resistant. 


. WEATHERPROOF — the completely new 


construction of this new shell protects 
the contents and insures uniform pres- 
sures, velocities, pattern and power. Keeps 
“factory fresh.” Ballistically and dimen- 
sionally stable. 


. SCUFFPROOF — the tough, corrugated 


polyethylene body resists all attempts of 
scraping or scarring —can be carried in 
a wet hunting coat pocket for days with- 
out affecting performance characteristics. 


. NEW TRANSPARENT BODY—a terrific sales 


feature. Shows the shooter the internal 
construction. He can see the quality, 
dependability and engineering built into 
this shotgun shell. 


. NEW ONE-PIECE BASE WAD — an exclusive 


new fibre wad hydraulically formed, add- 
ing to high shell strength and facilitating 
the new, amazing combination of steel 
and polyethylene. 


. “POWER PISTON” WAD —a proven sales 


feature. For the first time in any hunting 
load the new shell uses the exclusive 
Peters polyethylene “Power Piston’ wad. 


. NEW “RIB-LOKT” CRIMP — this is the 


strongest crimp of its type ever designed 
for a shotgun shell. Crimp is designed 
for fine, uniform patterns. 


. “RUSTLESS” PRIMING — an exclusive 


Peters sales feature that will never grow 
old — and one that has proven its worth 
over the years. “Rustless” priming does not 
cause rust or corrosion in gun barrels. 


PETERS 
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These tests prove that Peters 
new ‘SP’ is the most rugged 
all-weather shell ever made! 





Here's a new premium grade shotgun shell that will help all-weather shooters 
get more game. Peters “SP” shells combine steel and polyethylene to make 
the strongest, best performing shotgun shell ever made. The steel head, 
polyethylene body, and “Rib-Lokt” crimp make a perfect package that locks 
in factory-fresh power. And the new “SP” shell is completely weatherproof. 
It’s guaranteed to chamber under all weather conditions! 

Torture tests pictured were designed to give absolute proof of Peters “SP” 
shell’s tremendous strength and weather resistance. They were: 


CHURNED IN A WASHING MACHINE BODY PULL TEST 


AKED HUNTING JACKET 


Hunting Jacket Test 


‘$0 
VIBRATED FOR HOURS IN A RAIN 


After this abuse, there was no sign of scuffing or 
swelling and when test-fired the shells functioned per- 
fectly with full game-getting power. Add to all this, 
exclusive “Rustless” priming for split-second ignition 
and the famous “Power Piston” wad, and shooters will 
have a shell they know they can depend on. 


The Peters “SP” shell in the all-new, colorful sales Ice Test 
building package will have tremendous appeal for : 

shooters who want the best. Sell it with confidence 

it’s the finest shotgun shell ever made. 


Regular Peters “High Velocity” shells will still be 
available at standard prices for shooters who do not 
require the extra advantages of Premium Grade “SP”’ 
shells. 


Washing Machine Test 


Offered initially in powerful 
12 gauge extra long range, 
23%” length, 334 drs., 
1% ozs., 2, 4, 5, 6 and 


a = 


Body Pull Test 


"Deters Packs the Power!" 


REG. U.S. pat. OFF “High Velocity” and “Rustless” are trademarks of 
Peters Cartridge Division, Remington Arms Company, Inc., Bridgeport 2, Conn. 


PETERS CARTRIDGE DIVISION, REMINGTON ARMS COMPANY, INC., BRIDGEPORT 2, CONNECTICUT 


Form No. AP-14 


Printed in U.S.A. 











More than 1,000 leading manufacturers of hardware, housewares and allied 
items ... lawn, garden and outdoor living products invite you to d‘spectacular 
“‘preview to profits’. Plan now to attend the most complete and diversified 
trade show in America. Fill out and mail the coupon now for your 
free badge of admission. 


NATIONAL HARDWARE SHOW 

Suite 1103, 331 Madison Ave., New York 17, N.Y. 

Please check below if you wish us to make hotel reservations for you. 
(Please Print) 


NAME TITLE 


NATIONAL FIRM 


STREET 


HARDWARE SHOW) “™ STATE 


TYPE OF BUSINESS 


Executive Offices: 331 Madison Avenue Please check below the classification of your business. 
New York 17, N. Y MUrray Hill 2-4802 Wholesaler Retailer Dept. & Chain Store Buyer 
‘ ° “" : 

















Importer-Exporter Mfgrs: Agent Manufacturer |_| Other 
Please send us your hotel reservation blank. & 


PLEASE FILL OUT COUPON AND MaAIilL > 


Minors under 18 yrs. of age will not be admitted under any circumstances. i 
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For Details Circle 14 on INQUIRY CARD 
AUGUST 1960 19 
<4— For Details Circle 13 on INQUIRY CARD 





ere 
WASHINGT 








badd 








N 


for w eat 














By DAVID R. HEINLY 


Chilton News Bureau, Washington, D. C. 


Gov't Acts To Ginger Up The Economy— 
Outlook Is For Sturdier Retail Sales 


Money and credit will be 
easier for Westerners to come 
by through the remainder of 
1960. 

Controlled loosening of the 
Administration’s traditionally 
“tight” money policy will stim- 
ulate borrowing by consumers 
and small businesses. 

Washington economists are in 
general agreement that the 
trend toward easier credit and 
lower mortgage interest rates 
should continue into early 1961. 

Western hardware dealers 
can anticipate increased housing 
starts and general though mod- 
est expansion in all types of con- 
struction. This means an expan- 
sion of builder’s hardware sales. 

While business generally has 
been described as “good,” many 
curbing factors—such as fear of 
inflation, limited investment 
speculation, declining inventory 
accumulation, and unexpectedly 
small demand for business funds 
—have caused a general slacken- 
ing in economic activity. There 
is nothing to indicate a clean-cut 
boom in the foreseeable future. 

The outlook has been modest 
at best. Both Democrats and 
Republicans are anxious to be 
held responsible for the renewed 
expansion. Businessmen will 
react to the easing of monetary 
policies and forecasters now see 
a good, though not a record, 
period in the months ahead. 

Personal income will continue 
to show substantial gains and as 
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borrowing becomes easier and 
consumer money more plenti- 
ful, the remainder of this elec- 
tion year should benefit Western 
businessmen. 
* K Ke 

PRICE discrimination had its 
share of talk on Capitol Hill 
this year .. . But indications are 
that matters will continue to be 
left in the hands of state and 
local governments, at least until 
next year ... Pros and cons 
were heard by Congress on a 
bill to outlaw loss-leader sales, 
which tend to give advantages 
to large retail and chain store 
operators ... Federal regulatory 
agencies and the Department of 
Justice have declared opposition 
to loss-leader legislation, chiefly 
on the grounds that it would 
complicate matters in an area 
where legislation already exists 
at both the state and national 
levels ... Congress has remained 
cool to proposals for price-fixing 
authority ... Says it can write 
a price-control law on short no- 
tice if it is needed in case of war 
or all-out emergency. 

k a ok 

EFFORTS to give voice to 
the great American consumer 
via a “U. S. Department of Con- 
sumers” did not win much at- 
tention from Congress this year 

. . But. retail businessmen 
should watch similar proposals 
which will be introduced next 
year, and which will be given 
closer consideration ... Such a 


TERNERS 


Department would have powers 
to investigate increases or re- 
ductions in wholesale and retail 
prices .. . It would also conduct 
quality and suitability tests of 
product lines, although not to 
determine relative merits be- 
tween similar products of differ- 
ent producers ... Broad powers 
vested in such a Department 
would pose a serious threat to 
many large and small business- 
men. 
* oe * 


A KEY customer for Western 
businessmen is the tourist . . 
Census figures indicate that 
1959 was a boom year in tourist 
travel . . . 1960 promises to be 
even better ... Area of top po- 
tential: Alaska, where needs of 
tourists will be better met with 
improved travel and housing 
accommodations . .. Hiking, ski- 
ing, hunting, fishing and camp- 
ing are among top attractions. 


* * * 


EFFORTS to standardize par- 
cel post regulations governing 
size and weight collapsed this 
year ... But look for a new bill 
next year setting maximum par- 
cel length at 34 inches .. . Uni- 
formity of parcel size for mail- 
ing will ultimately benefit hard- 
ware retailers, although it may 
create temporary problems with 
some longer items in sports 
equipment and tools. 


* ok oe 


IT’S FREE TO YOU .. . Infor- 
mation on any Item Shown in 
this Issue can be Obtained by 
Circling the Number on the 
Reader Service Card Facing 
Page 52 
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IT’S HOT! 


Because it has an orange and black Hi-lmpact 
plastic handle... designed to catch shoppers’ 
eyes...stop them cold. These Nicholson and 
Black Diamond files are skin packed for factory 
freshness, too. Suggested uses and prices 
printed on a bright card. Everything for alert 
merchandising ... 48 files in display for counter 
top or pegboard. Your cost... $24.20... selling 
price... $36.30... your profit in easy sales... 
$12.10. Order from your regular Nicholson or 
Black Diamond wholesaler. 


Handles designed and made by 
Danielson Mfg. Co.—a Nicholson subsidiary 


eat NICHOL SON Se 
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Serving the West for 53 Years 


HARDWARE WORLD has been the “Hometown” 
publication for Western hardware people since it 
was started in San Francisco in 1906. Each issue has 
been definitely planned to offer hardware dealers a 


reflection of the best in hardware retailing in the 


West. Its growth has paralleled the great expansion 


of the Western market. 


SERVICES OFFERED TO THE TRADE: 
1. READER SERVICE — All New Products, Mer- 


chandising Aids and Free Literature items are 
keyed with a number so that dealers can easily 
send for further information about specific items 
by circling the corresponding number on the In- 
quiry Card. Cards can be mailed postage-free. 


. WHOLESALERS’ DIRECTORY — 1960 issue 
available. Contains 16-pages, including names of 
executives and buyers of the full-line and major 
specialty wholesalers serving the hardware field in 
the 13 Western States — Price — $2.00. Send 
Check or circle number 299 on Inquiry Card and 
you will be billed later. 


3. 1961 EDITORIAL PROGRAM FOR HARD. 
WARE WORLD—This will be available in a few 
weeks. Send for your free copy. Circle number 


300 on Inquiry Card. 


Any Further Information Wanted about HARDWARE WORLD and the 
Rapidly Growing Market in the West, Write— 


HARDWARE WORLD 


CHILTON PUBLICATION 
1355 MARKET ST. SAN FRANCISCO 3, CALIF. 
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Direct Ad Program 
Gets New Customers 


The Pomona Valley Hardware 
Pomona, California 


O the average reader of Poor Richards AI- 

manac in 1754, the meaning of the phrase, 
“The Cat in Gloves Catches no Mice,” might have 
been obscure. However, if this phrase were to 
appear today, there is no doubt Paul C. Beck, 
owner of The Pomona Valley Hardware, Pomona, 
Calif., would immediately get the hidden mean- 
ing. “To accomplish a given task, the best way 
is the most simple and straight forward way.” 

It is this direct and straight forward approach 
that has provided this firm with one of their most 
successful advertising programs. In essence, 
their advertising program is carried directly to 
potential new customers without the benefit of 
television, radio or newspapers. It is presented 
in a personalized manner that is calculated to 
have them visit the store. 


THE PROGRAM WORKS in this way. A pro- 
fessional greeting firm compiles a listing of new 
residents in the community. One of their profes- 
sional greeters is sent to visit the home of the 
newcomers. The purpose of the visit is primarily 
to assist the newcomers in getting relocated. 
Along with providing information concerning the 
community, the greeter also presents new resi- 
dents with coupons that may be exchanged for 
welcoming gifts from the merchants who partici- 
pate. 


WHAT HAVE BEEN THE ADVANTAGES 
to The Pomona Valley Hardware in using pro- 
gram? One of the most attractive features is 
that it can be shown how it helps him. 

Contrasted with the conventional forms of ad- 
vertising, the immediate returns from this pro- 
gram can be assessed and the cost versus yield 
can be determined. To arrive at the cost of the 
program, the greeting service cost need only be 
itemized. To determine the overall cost, the 
amount spent for free gifts is added. The return 
can be figured if the sales personnel are schooled 
to record the amount of each sale made to per- 
sons redeeming their coupons. The average num- 
ber of coupons redeemed every month at The 
Pomona Valley Hardware averages out very 
close to 40 coupons which means 40 new cus- 
tomers. 


ONE OF THE BIGGEST ADVANTAGES of 
this program, according to Beck, is that a num- 
ber of new consumers immediately become pa- 
trons of the store. “In addition to receiving their 
get acquainted offer, 45 per cent of the people 
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NEW CUSTOMERS and old find this display of Hard- 
ware of Yesteryear a conversation starter. 


who redeem their coupons make a purchase at 
the same time,” Beck said. 

When Beck was queried if this wasn’t a radical 
departure from established advertising proce- 
dures, he replied, “Certainly not, this form of 
promotion puts the local store operator in exactly 
the same position as the large national firms, only 
on a local scale. The larger firm conducts insti- 
tutional advertising campaigns and use field per- 
sonnel to complement their advertising. With 
this type of promotion, we are now able to sup- 
plement our conventional institutional adver- 
tising.”’ 

Discussing this in further detail, Beck added 
that this enhances future conventional newspaper 
advertising. When a reader sees the ad they 
recall the free gift and generally examine the ad- 
vertisement with greater care than if they had 
not been to the store. 


[IT WAS BROUGHT OUT by Beck that there 
are other advantages. Foremost of these is that 
the program is concentrated on people who have 
not yet established their purchasing habits. And 
because they have not established a customer 
relationship with another firm, it is much easier 
to entice customers to visit you. In other words, 
it is easier to establish long-term customer rela- 
tionship with new customers than it is to woo 
the customers of your competitors. 


ONE FURTHER ADVANTAGE to this type 
of promotion is that every one who is contacted 
is a newcomer establishing a new home. Invaria- 
bly they have needs associated with resettling 
that must be filled right away. The visit of the 
greeter in effect points out the path of least re- 
sistance and serves both the newcomer and The 
Pomona Valley Hardware. 
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HOW TO BUILD CUSTOMER TRADE 


HARDWARE WORLD Study of Hardware Dealers Discloses 
Practices of Stores In an Area Away From the Influence of 
Metropolitan Areas. 


A Special HARDWARE WORLD 
Store Operation Study 





INTRODUCTION 


A study of hardware deal- 
ers to determine what efforts 
are made to keep and build cus- 
tomer trade was made in the 
Spring of 1960. An isolated area 
in Northern California was se- 
lected so that we could find out 
what dealers do without the in- 
fluence of a large metropolitan 
area. 

Many of the independent 
hardware dealers in the 13 
Western States are in a com- 
parative isolated situation and 


can therefore benefit from the 
results of this study. 

Thirteen stores were contact- 
ed by a special researcher em- 
ployed for the occasion by HARD- 
WARE WORLD. 

The report attempts to deter- 
mine just what these hardware 
dealers do to bring in new cus- 
tomers and what they do to keep 
their names established in the 
minds of their old customers. 
The person giving the report for 
each store was either an owner 
or manager of the establishment. 





FINDINGS 


ADVERTISING was done by 
13 out of 14 stores that were 
contacted. The 14th store is not 
included in the following reports 
as the percentages are made on 
the basis of only those stores 
that use advertising or other 
programs. This was done in 
order to give an accurate per- 
centage that can be used by 
other stores wishing to consider 
any of the programs used by 
these retailers. 

The first problem of any re- 
tailer in determining a program 
on advertising is to establish a 
budget. The usual procedure is 
to select a percentage of your 
gross annual business. Of the 
13 stores reporting, the average 
percent of net sales which was 
used for advertising was 3.384 
per cent. 

This is a bit higher than the 
regional and national figures 
shown in other hardware store 
operation studies as all of these 
studies include stores who do 
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not advertise. In order to find a 
comparison with your own ac- 
tivities it is important then to 
compare figures of stores who do 
advertise. Most of the 13 stores 
were in the category of $250,000 
or less volume per year. One 
store that does around $50,000 
annually spends as much as six 
per cent on advertising. The 
lowest percentage was a small 
store in a small town that spent 
only one per cent. Several of 
the stores doing over $100,000 
volume spent only around two 
per cent in advertising while 
others in the same area spent 
three per cent or more. 


NEWSPAPER ADVERTIS- 
ING was by far the most popu- 
lar. Twelve stores used this 
medium. They spent an aver- 
age of 39.33 per cent of their 
advertising budget in newspa- 
per space. Five of the stores 
spent 50 per cent or more in 
this medium. Four of these 
spent less than 20 per cent of 


their budget for newspaper ads. 


TELEVISION was used by 
eight stores. Their average was 
20.75 per cent of their budget. 
Only two spent more than 30 
per cent of their budget in this 
medium. 


RADIO was used by 10 stores. 
This being an isolated area with- 
out conflict of metropolitan sta- 
tions, radio was a good factor in 
advertising. Eight of those 
used this medium, and 18.6 per 
cent of the budget was the aver- 
age spent per store. Three of 
the stores spent 30 per cent or 
more for radio. 


DIRECT MAIL was also 
quite popular with these stores. 
Nine of them used this medium 
and spent 32.11 per cent of their 
budget for it. Two stores spent 
most of their budget for direct 
mail. One spent 80 per cent, 
the other 90. This category in- 
cludes the consumer type cata- 
logs made available by whole- 
salers. They proved to be ef- 
fective in this area. 

Only one store used a shop- 
ping news and spent 20 per cent 
of their budget for this medium. 

BILLBOARDS were used by 
only one store and this took 6 
per cent of their budget. 

Out of the 13 stores only three 
used trading stamps. They 
spent 32.11 per cent of their 
budget for stamp programs. 
Most of these dealers were not 
too happy about the stamp deal 
as they felt they had a lion by 
the tail and couldn’t let go. One 
dealer stated that “stamps 
shouldn’t be used as a crutch to 
increase business. They are 
only good to maintain sales.” 


HARDWARE WORLD 
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EXAMPLES of local newspaper ads. Top and bottom left from Fortuna Hardware show good use of versatile logotype 
at bottom of each ad. Small black ad in center from Buhne’s, shows how small two column ad can get attention with 
distinction. Shafer’s ad at top right, has many items without being cluttered. Lower right ad of Harris Hardware 


shows good use of newspaper ad mat service illustration. Typographical error in word Hardware will have customers 
calling. 
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PREMIUMS were used by 
only one store and they only 
spent 8 per cent of their budget 
for them. 


CO-OP MONEY was used by 
one hundred per cent of the 
stores. This represented 5.9 
per cent of their total advertis- 
ing budget. However, some 
stores used very little of the co- 
op money available. One store 
figured that about a third of 
their budget represented co-op 
money while another figured 25 
per cent. In most cases co-op 
money requires at least a 50 per 
cent participation in each ad by 
the dealer. Some stores com- 
plained that the co-op offers 
come at the wrong time. Others 
found difficulties getting their 
full share because manufactur- 
ers found fault with their lay- 
out and/or copy. This usually 
meant that the manufacturers 
felt that dealers did not give 
enough emphasis to their prod- 
uct. One small store used co-op 
money quite often and used it 
as directed by the manufactur- 
ers and found that it paid off. 

Most of the direct mail money 
was spent on consumer catalogs 
that were supplied principally 
by hardware distributors. Con- 
sumer catalogs used by the nine 
dealers in direct mail advertis- 
ing were supplied by the follow- 
ing Northern California whole- 
salers: 

1—Allied Western 

1—Baker & Hamilton 

1—Coast to Coast 

3—Dunham, Carrigan & Hay- 
den 

4—Sloss & Brittain 

1—Thompson-Diggs 

2—Western Auto 

There were two stores who 
used direct mail pieces that were 
supplied by manufacturers. 
Some stores used catalogs from 
more than one supplier. 

The majority used direct 
mailers during Spring, Summer, 
Christmas and January sales 
periods. Eighty-two per cent of 
the dealers were quite happy 
with these mailers. Nine per 
cent had reservations and an- 
other nine per cent did not like 
them. There were 64 per cent 
who thought that this type of 
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advertising did an excellent job 
of selling while nine per cent 
thought it was poor. 

There were 73 per cent who 
felt that consumer catalogs were 
worth the expense and 82 per 
cent said they would use them 
again. The other 18 per cent 
said possibly. Seventy-three per 
cent stated that the supplier 
handled the imprinting on these 
direct mailers. A local printing 
firm did the imprinting on 18 
per cent and the supplier and 
the local printing firm did the 
job for nine per cent. 


SPECIAL PROMOTIONS 
have been used by 76.9 per cent 
of the dealers as customer stim- 
ulants. They are used about 
five times per year. Practically 
all of these use values (low 
prices) as the main stimulant. 
Ten per cent used special gim- 
micks and 40 per cent used give- 
aways. 


SPECIAL WINDOW DIS- 
PLAYS are used by 46 per cent 
of the stores. The high “No” 
figure is due to the lack of win- 
dow space in many stores and 
also the lack of foot traffic at 
some locations such as shopping 
centers. Those who had win- 
dows, put them in themselves. 
Occasionally manufacturers’ 
representatives or missionary 
workers helped put in window 
displays. 

Moving displays in store are 
used throughout the year by 84.6 
per cent of the dealers. These 
stores also use manufacturers 
regular display pieces or fix- 
tures. Most of them thought 
that the displays were good in 
catching customers’ attention. 

Newspaper advertising is 
worked up for the most part 
with the aid of the local news- 
paper ad staff. About 46 per 
cent of the dealers receive this 
help. Thirty-nine per cent work 
up their own ads with assistance 
of newspaper ad staff. Only 15 
per cent used the store advertis- 
ing staff only. Sometimes the 
newspaper representative makes 
himself familiar enough with 
the hardware store to help write 
copy if necessary. 


It was interesting to note that 
in TV advertising, at least four 
hardware owners or managers 
often appeared on their pro- 
grams to give commercials. Most 
of these people feel that it gives 
their program added interest to 
have someone that can be seen 
at the store handling the mer- 
chandise and discussing it on 


TV. 


MAIL ORDER PLANS are 
used by 39 per cent of the stores. 
They use them on an average of 
about 3.4 times per year. One 
store keeps a large catalog. The 
firm uses this to compete with 
discount houses. They sell only 
on a cash-in-advance basis at 
cost plus 10 per cent with the 
merchandise picked up at the 
store. 

Most of the dealers felt that 
advertising was the most impor- 
tant method of meeting their 
competition. Some felt that 
service to the customer was still 
very high on the list. Others 
believe that low prices and spe- 
cial promotions were important. 

Only one dealer thought 
stamps helped in any measure at 
all to meet competition. Those 
that are not giving stamps are 
very happy to be relieved of this 
cost and feel that their service 
and advertising program is 
enough to offset local competi- 
tion. 

It is evident from the study 
that advertising proved to be 
exceptionally important in de- 
veloping business and meeting 
competition. 


UPDATED STORES 


(Continued from page 6) 


SALT LAKE CITY—A paint 
and hardware store designed to 
meet the ends of householders 
and do-it-yourselfers has been 
opened by Zion Cooperative Mer- 
cantile Institution. According 
to H. H. Bennett, the firm is the 
oldest department store in the 
nation. Located at 33 South 
Main Street, the new store will 
handle a complete range of hard- 
ware. The store is two doors 
south of the department store. 
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Charge Accounts 
Can be a Pleasure 


Kellogg Hardware Company 


Golden, Colorado 


HEN a hardware dealer can 

offer his customers the con- 
veniences and advantages of a 
modern _ machine - controlled 
charge account, he has a con- 
siderable leg up on the competi- 
tion, according to Fred Evans, 
of Kellogg Hardware Company, 
in Golden, Colorado. 

“A charge account customer 
is my customer,” Evans points 
out. ‘“‘Whereas a cash customer 
can be anybody’s customer. We 
feel that by offering the sheer 
convenience of a charge account, 
we keep the customer buying 
from us. The customer who has 
a charge account appreciates 
the fact that he can simply come 
in, pick up the item, ask that it 
be charged, and go on his way, 
with a minimum amount of ef- 
fort.” 

There is no question, of 
course, that maintaining charge 
accounts means much more pa- 
per work, bookkeeping, and as- 
sociated problems. Evans ad- 
mits this, but is proud of the 
fact that modern machine-ac- 
counting methods were installed 
at the same time he converted 
to a_ self-selection store two 
years ago. His charge accounts 
are now handled just as easily 
as cash purchases. It has work- 
ed out so well that the Colorado 
hardware store has more than 
400-actively-buying charge-ac- 
count customers, in a small com- 
munity of only some 7,500 popu- 
lation. 

The register is mounted at a 
single check-out stand at the 
front of the store. It is a “pre- 
vious-balance” model which does 
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an 


CHECKOUT COUNTER and machine-record cash reg- 
ister which is checked by Fred Evans of Kellogg Hard- 


ware, 


many things for Kellogg Hard- 
ware Company in a single op- 
eration. 

The inventory is divided into 
four departments, each repre- 
sented by a key on the cash 
register. The full-time cashier 
at the check stand uses her own 
identifying key, the departmen- 
tal key, and the amount, either 
to simply issue a receipt for a 
cash sale, or for handling 
charge accounts. The 400-active 
charge accounts are represented 
by two-part forms kept in a 
metal tray, alongside the cash 
register, and alphabetically in- 
dexed. The front half of the 
form is the customer’s monthly 
statement. The second half is 
a “customer ledger card” which 
is permanently retained by the 
store to show the customer’s 
continuing purchases and con- 
tinuing balance. 

As each item is posted, the 
machine automatically picks up 
the old balance from the cus- 
tomer’s ledger card, adds the 
tax, and provides sub-totals if 
needed for any purpose. Then, 
the cash register issues a re- 
ceipt, from one of two paper 
rolls, for the benefit of the cus- 
tomer who wants an itemized 
receipt for tax or budgetary 
purposes. The second record 
being automatically kept is an 
audit roll, for later comparison 
with the day’s sales, receipts, 
paid-outs, accounts receivable, 
and other factors. 

At the end of the month, de- 
pending on the activity of the 
account, the original statement 
is simply detached, and mailed 


out in a window envelope. A 
new two-part form is addressed 
by typewriter, for the following 
month’s mailing. 

Daily statements, posted di- 
rectly from the machine, show 
the cash balance, sub-totals by 
departments, amounts paid on 
accounts, cash, and all charges. 
In running a daily balance, the 
cash register totals are proved 
on a master journal. Going 
through this process every day 
for the master journal affords 
an exact tabulation on the sales 
by day in every department and 
the comparison between cash 
and charge account sales. It 
also gives important merchan- 
dising information as to the 
relative movement in specific 
departments. 

Able to keep just as close tabs 
on charge account sales as cash 
sales, and fully informed on all 
transactions through the day, 
Evans feels that this simplified 
but thoroughly accurate book- 
keeping system has worked out 
well. Because of it, he has been 
encouraged to promote charge 
account buying at every turn. 
Direct mail advertising to estab- 
lished Golden families, to com- 
mercial customers, to newcom- 
ers moving into town, plus a no- 
tation in most newspaper ads, 
continuously informs the store’s 
potential customers of the 
charge account service. The re- 
sults have been far beyond ex- 
pectations, according to Evans, 
particularly from the standpoint 
of steadily increasing sales vol- 
ume month by month, to most 
charge account customers. 
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WHOLESALER AID TO DEALERS HELP BOTH 


Tight Inventory Control! Helps Dealers Get More 
Turnover ... Wholesaler Finds Too Much Stock Can 
Mean Too Little Profit . . . Quantity Buying Because of 
Discounts Is Not Always Wise for Wholesalers or 


Baker & Hamilton 
San Francisco, Calif. 


Y streamlining their own operation, Baker & 

Hamilton, hardware wholesaler in San Fran- 
cisco, was able to inaugurate a dealer-help pro- 
gram. Last year it meant a business gain ranging 
from 15 to 20 per cent for those availing them- 
selves of this aid. 

This program adhered to the same general 
business principles that governed the putting of 
“their own house in order,” said Emmet Burke, 
general sales manager, who has spent most of his 
business career with the firm. 

“What we did,” Burke explained, “was to help 
dealers tighten their operation just as we had 
done in our case. Like every large wholesaler, 
we have dealers who over-buy, to take advantage 
of discounts and who do not maintain a rigid in- 
ventory control and buy from several jobbers and 
wholesalers. They get perhaps as many as seven 
or more different makes of one item, all retailing 
for about the same price.” 

The profit picture of these dealers, generally 
speaking, is not good, he said. They have the 
problem of obsolescence. They are paying more 
taxes and insurance than they should. And they 


CHECKING INVENTORY LISTS, Emmet Burke, sales 


manager, says the company takes minimum inventory 
every week. 


28 


Dealers ... Proper Buying Means Healthy Business 


are not turning their stock over as many times 
as sound business practice requires. 

The accounts of these dealers were gone over, 
and a financial statement drawn up in each case, 
Burke said. Then we laid it on the line for them. 
We pointed out the need for inventory control; 
for buying in smaller quantities; and buying 
more often. Taking less profit, but taking it four 
or five times a year, instead of a larger profit only 
two or perhaps three times a year, as many of 
them were doing. 

“We made it simple,” he explained. “We took 
a pencil and paper and showed them that a profit 
of 50 per cent on $100, twice a year, meant $100. 
But 40 per cent three times a year meant $120, 
and 33-1/3, four times a year, totaled $132; or 
$166, if taken five times a year.” 

Going on from there, Burke and his staff spent 
time with these dealers; to get them in “the 
groove.” It wasn’t a thorough revamping of a 
dealer’s set up, he said. But rather a checking 
and overall analysis of his operation. The need 
for carrying, for example, only two different 
makes of a certain item, instead of six or seven. 
Of ordering in small quantities—and often. And 
of keeping “shorts” at a minimum, so that a cus- 
tomer’s wants might be served promptly, instead 
of stalling him, “Sorry, we’re out of that. We'll 
order it and have it for you next week.” In such 
cases a customer is apt to patronize a competitor. 

Burke said the point was made that Baker & 
Hamilton doesn’t want to “load dealers up.” But 
rather to sell them only what they need for a 
quick turnover. 

In carrying out this program of dealer help, 
Burke says that a salesman will spend as much 
as two or three days a week with a big buyer 
checking his stock, advising him as to the amount 
he should buy—judging on the basis of previous 
sales. And also helping him to set up an inven- 
tory control system. 

“A salesman can afford to do this for a big 
buyer,” Burke said. “Because the more pros- 
perous the dealer is, the better it is for the sales- 
man and for us. It isn’t how much you sell at one 
time, but how often you sell. 

“With a small buyer, the salesman may spend 
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ACCURATE STOCK CONTROL for hardware store owner 
is maintained with help of Baker salesman. 


only one day every two weeks. And with the in- 
between type of dealer, it may be only one day 
a week,” Burke said. 

Along with helping the dealer to buy right, 
and to establish inventory control, Baker & 
Hamilton also help him to promote sales, Start- 
ing some eight vears ago, the firm provided deal- 
ers with a four-page illustrated circular, printed 
in color and advertising the sale of seasonal 
items at a substantial markdown. 

So that dealers might have a check on the pull- 
ing power of the circular, a number of items were 
made “coupon merchandise.” The customer had 
to cut the coupon from the circular, fill it out 
with his name and address, and present it to the 
dealer. 

With these circulars, Baker & Hamilton pro- 
vide window display cards for the tie-in mer- 
chandise. These colored circulars are provided 
for the spring and fall seasons. For the holidays. 
a Christmas Suggestion Guide is given dealers. 
It is keyed along the same lines as the circulars 
The circulars and guide booklet are mailed direct 
to a dealer’s customers. But a dealer may handle 
his own mailing if he wishes. 

3urke says that in the beyinning, they put out 
about 200,000 circulars. This number has more 
than doubled now. Which means that on the 
average, these circulars have approximately a 
million readers. He reports that dealers who use 
this promotion regularly realize a business gain 
of 10 to 15 per cent—the latter being the average 
increase realized from the suggestion guide book- 
let. 

With these circulars and gift guide, the firm 
supplies the dealer with newspaper mats of each 
item, so that he may use these in his newspaper 
advertising. 

“Our dealer promotion has worked out well,” 
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is maintained with help of Baker- salesman. 


Burke said. “Dealers have appreciated our ef- 
forts to help them. The average dealer buys too 
much from too many firms. He should not buy 
from more than two jobbers. He doesn’t need 
several different brands of hammers, for example. 
Two are plenty. He should strive for a variety of 
merchandise; and to turn it over four to five 
times a year.” 

What they have done for dealers, they first did 
for themselves, Burke said. He explained that it 
wasn’t until the middle fifties that they started 
“putting their house in order.” Because there 
wasn’t “much you could do during the war; and 
after the war it was awhile before it was pos- 
sible to get back to normal. 

“When we started checking up, we found we 
weren’t getting as many turnovers as we should. 
Our shorts were running close to 10 per cent. We 
were over-bought on some items, and under- 
bought on others. We had the problem of obso- 
lescence. And we were paying taxes and insur- 
ance on stock that wasn’t moving. 

“Working with the credit manager and other 
departments,” Burke explained, “we set up new 
inventory controls. Instead of taking inventory 
only once every two or three months, we took it 
every week, or every two weeks, with the aid of 
our IBM equipment. 

“We made a careful analysis of our stock. We 
carry 43,000 items. We had been buying in quan- 
tity, taking advantage of discounts, under the 
impression that we were saving money. When as 
a matter of fact we were over-stocking on items 
that might become obsolete. And upon which we 
would have to pay the regular four per cent tax, 
plus insurance. It was false economy. 

“So, along with our tight inventory control, we 
bought sparingly, purchasing only the quantity 
of merchandise that we could turn over quickly— 
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maybe four to five times a year. We paid more, 
made less profit per item but we took a profit 
more often. And we saved on taxes and insur- 
ance. Not to mention the problem of obsoles- 
cence.” 

As an example of the increased efficiency under 
this new setup, Burke reports that shorts are 
running around two per cent. A record of which 
the firm is proud. This stock control has meant 
that orders can be filled in their entirety, instead 
of having to ship additional merchandise, as 
sometimes happen when shorts were running 


high. This meant not only better service to deal- 
ers, but also a saving of shipping expense to the 
firm. 

Having streamlined their own operation, Burke 
says it was comparatively easy to apply these 
same principles of efficiency to a dealer-help 
program. 

The result of all this, Burke reports, was that 
Baker & Hamilton had their best year in 1959— 
showing a business gain ranging from 10 to 15 


per cent, as compared with the previous year. 





ADVERTISING WITH A SUBLIMINAL SIGN 


Clairemont Hardware & Paint 
San Diego, California 


“A PICTURE is still worth a 
thousand words,” accord- 
ing to Gil Neeley, owner of 
Clairemont Hardware & Paint, 
San Diego, Calif. “That is why 
our $1600 sign uses a silhouette 
of an electric light bulb to an- 
nounce that we are able to sup- 
ply electrical needs. A picture 
of a faucet to indicate we handle 
plumbing materials. A covered 
pan to broadcast that we can 
supply a large portion of the im- 
plements used to run the home!” 
Only three words are used in 
the double-faced sign: hard- 
ware, of course, and paint and 
glass. 

Neeley points out the thou- 
sands of highway billboards 
which literally depend on pic- 
tures to communicate their ad- 
vertising message to fast mov- 
ing motorists. “And,” he adds, 
“more and more TV commer- 
cials are depending on pictures 
without words.” 

The dependence upon pictures 
in modern advertising, accord- 
ing to Neeley, has resulted from 
the increased understanding of 
the subconscious or subliminal 
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PICTURE - SYM- 
BOLS on_hard- 
ware sign are 
plastic. Each 
face is 44, x 91, 
feet. Sign lights 
entire store. 


mind. No conscious thought, or 
very little, is required to gain 
the full impact and meaning of 
pictures. Pictures are the mem- 
ory-language of the subconsci- 
ous. It is the subconscious 
mind which guides our likes and 
dislikes, controls to a large de- 
gree what we buy and where. 

“In our case,” says Neeley, 
“thousands of people pass our 
sign each week. At the time, 
they have no need for our mer- 
chandise or services. But, each 
time they pass, the pictures of 
the electric light, the faucet and 
the covered pan are impressed 
upon them without their realiz- 
ing it or having to think about 
it. The result is that when they 
suddenly need these or related 
products, they automatically 
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think of us first. 
other sale.” 

Neeley’s sign is the result of 
experience. “We have had 
other, far less successful, signs. 
We just figured out what signs 
were for and what they were 
supposed to accomplish. Then 
we incorporated the principles 
which would make the sign suc- 
cessful. A sign, in other words, 
can be used for more than mere 
identification. It can be a di- 
rect sales aid. We estimate our 
sign is responsible for 414 per 
cent of our gross. There are no 
doubt many other ways to get 
full dollar out of sign advertis- 
ing. The subject could absorb 
many hours of consideration. 
The results would be_ profit- 
able.” 


We make an- 
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Home Shows Help Sell Hardware 


Power Tools and Fireplace Accessories are Dis- 
played and Demonstrated to Potential Customers 
in Double Display Spaces at Home Show ... Results 
of Show pay off in More Sales Over Longer Period 
Selling Season 


Bell's Hardware 
Klamath Falls, Oregon 


Gon results have been realized by Bell’s Hard- 
ware through participation in the annual Kla- 
math Basin Home Show, it is felt by Ed Bell and 
his son, Rod Bell. They own and operate the 
Main street hardware firm which bears their 
name. 

“For the previous seven years we had a power 
tool display and felt that we got as much value 
from it as it cost us,” Ed Bell said. “Besides, it 
was a community endeavor and we feel we should 
go along with projects endorsed by the majority 
of the merchants in the area.” 

This year, however, Bell’s Hardware had two 
exhibits, the second one showing a complete fire- 
place with a revolving foil “fire” and a good as- 
sortment of fireplace accessories. 

“Sales of fireplace accessories have always 
dropped sharply after the first of the year,” the 
Bells said. “We figured that extending sales late 
into the spring and early summer would be just 
that much additional business for the year. It 
was an experiment that paid off.” 

Double display space, manning for the two 
afternoons and two evenings, transportation of 
merchandise and overtime pay made the exhibit’s 
cost between $150 and $200. There were 52 ex- 


TWO BOOTHS were used during home show. Ken Mor- 
gan, Bell salesman, explains power tool to visitor. 
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hibitors at this year’s show held at Klamath 
county fairgrounds and more than 8000 persons 
passed through the two entrances. No admission 
was charged. 

Sales on fireplace accessories continued good 
into June this year, Ed Bell said. 

“Glass fireplace screens, for example, were slow 
to catch on here, but they moved fast this year. 
The average price is about $90, with installation 
extra. If the homeowner wants to install it him- 
self, we gladly loan him the necessary tools,” he 
added. 

Sales for the first five months of this year were 
approximately double those for the same period 
last year, the store reports. Much credit for the 
increase is being given to the Klamath Basin 
Home Show exhibit. 

Fall promotions will feature fireplace acces- 
sories in the store’s newspaper advertising as ap- 
propriate home gifts. 

“And next year we plan to exhibit at the Home 
Show again,” Ed Bell said. “It is one way to 
reach a lot of people at one time. People attend- 
ing the Home Show are home owners or potential 
home owners. The results of an exhibit are felt 
for many months after the show.” 


_BELUS HARD 
wr 


SECOND BOOTH had display of fireplace settings com- 
plete with revolving foil “fire” in model fireplace. 
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ELEPHANT MAKES 


SPECTACULAR PROMOTION 


MidPac Lumber Co., Ltd. 
Honolulu, Hawaii 


AWAII’S do-it-yourself hard- 

ware stores, MidPac Ala 
Moana, Ltd., MidPac Kaneohe, 
Ltd. and MidPac Waialae, Ltd., 
upped over-all retail sales more 
than during any previous pe- 
riod. It was done by putting on 
an elephant torture test on 
Sandran vinyl rugs at their 
stores. Fifty rugs, alone, were 
sold during the first 13-days of 
demonstration. 

The Sandran vinyl rug, which 
may be laid without mastic and 
cut to fit a room with a simple 
cutting tool, fits neatly into Mid- 
Pac’s do-it-yourself items. Large 
working families living half in- 
doors and half outdoors and sel- 
dom wearing shoes, make clean 
floors a “must” in these Islands. 
Add to this the low cost, econ- 
omy in upkeep, wear-proof and 
a building boom and you have a 
recipe for a best seller. 

Promotions were held on 


SANDY, THE SIAMESE ELEPHANT performs after 


walking across 


stained rug. Demonstration attracted 


shoppers from other areas in shopping area, plus kids. 


three succeeding week-ends in 
each of the three stores with an- 
nouncements in Honolulu 
dailies. Shoppers were drawn 
to watch Sandy, the Siamese ele- 
phant, tromp across a mixture 
of guaranteed rug enemies: 
mercurochrome, ketchup, 
grapes, Crisco, lacquer thinner, 
coffee and ink. After this, the 
mess was easily swept from the 
rug with a broom by the at- 
tendant, leaving it sparkling 
and new. Sandy performed 
tricks for the kiddies, leaving 
adults free to inspect nine foot 


rolled rug samples on a stand 
within the store and picking up 
needed hardware in the process. 

Rugs are new to Hawaii, as 
plain wooden floors or matting 
have been general practice up to 
three years ago. The building 
boom plus rising income and 
prestige factors encourage the 
use of resilient floor coverings. 

Awareness of community 
needs and spectacular promo- 
tion of a wear-proof, time-sav- 
ing new product, thus spelled in- 
evitable profits for these hard- 
ware stores. 





IMAGINATION is used in setting up artificial flower 
arrangements in store by Mrs. Peggy Finwall. 
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Artificial Flowers Build Extra Sales 


Finwall's Hardware 
Chula Vista, Calif. 


HEN conversation turns to table arrange- 

ments, and the question of “Where is the best 
place to buy artificial flowers for decorative set- 
tings?” needs answering, customers usually re- 
solve the problem by paying a visit to Finwall’s 
Hardware, Chula Vista, California. Here Mrs. 
Peggy Finwall has made thoughtful and appeal- 
ing showings of these profitable items her own 
pet specialty. 

Mrs. Finwall is against merely taking a hand- 
ful of these items and depositing them hap- 
hazardly in any container which happens to be 
handy. 

“YOU CAN’T TREAT THEM CARELESS- 
LY” she explains, “and expect customers to be en- 
thusiastic about buying them.” Since certain 
flower types just seem to go better in a particular 

(Cont. on Page 56) 
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Advertising Literature 








“33 BASIC IDEAS ON HOW TO 
GIVE YOUR BUSINESS A SHOT 
IN THE ARM” is a booklet published 
by Action Advertising Corporation. 
The 16-page, 3% x 6% inch booklet 
shows how to use advertising speciali- 
ties to reach the people you want to 
reach, build goodwill and obtain word- 
of-mouth advertising. Ideas include 
how to attract new customers; how to 
build customer loyalty and how to 
improve customer relations. 

For Details Circle 200 on INQUIRY CARD 


“RECOMMENDED FOR PROFES- 
SIONAL RESULTS” merchandising 
program instruction sheet from Uni- 
versal Metal Products is now avail- 
able. R. P. R. is based on the principle 
of customer satisfaction. The program 
promotes dealers’ entire lawn and 
garden department. Instruction sheet 
illustrates the many selling features 
of Universal’s Stroll’n Spray and how 
to tie-in with other items in the gar- 
den department through related sell- 
ing. The merchandising kit has color- 
ful door posters, fluorescent tags and 
price markers, newspaper ad mats, 
magazine reprints and a 3 x 47 inch 
selling display which features a spray 
unit. Entire story is told in four-page 
instruction sheet. 

For Details Circle 201 on INQUIRY CARD 


FREE ADVERTISING MATS for 
jobbers and dealers from Speco, Inc., 
covering Super Hum-I-Dri moisture 
absorbent. Catalog sheet illustrates 
six mats in one and two-column along 
with individual half-tone and linecuts. 

For Details Circle 202 on INQUIRY CARD 


“DOLLARS FOR DEALERS” is 
new merchandising plan from the 21- 
branches of A. Y. McDonald Mfg. Co., 
Dubuque, Iowa. The theme of the 
home modernization and remodeling 
program highlights the McDonald 
Home Improvement Finance Plan. The 
program is directed individually by 
dealers to selected lists of prospects. 
The program runs until January, 1961, 
with a different mailer sent each 
month to prospects. Products featured 
include pumps and water systems, 
kitchen and bathroom accessories and 
utility items. Tie-in advertising is 
furnished dealers consisting of news 
releases, scripts and newspaper ad 
mats. 

For Details Circle 203 on INQUIRY CARD 
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MAILING METHODS is an eight- 
page booklet from Mail-Well Envelope 
Company, Portland, Ore. Case his- 
tories of users of special envelopes 
designed for businesses to get results 
in direct mail advertising and promo- 
tions are told in detail with many full 
color photographs. Also available 
from the company is 1960 issue of 
Postage Economies and Mailing Meth- 
ods for your business. Mail-Well 
special services include packaging 
envelopes, advertising and corres- 
pondence envelopes, art design, style 
design color coordination and special 
papers. 

For Details Circle 204 on INQUIRY CARD 


CATALOG SHEET OF ADVER- 
TISING AIDS from The Gates Rub- 
ber Company, Denver, Colo. Two- 
sided sheet lists with illustrations of 
free newspaper ad mats, window ban- 
ners and radio and TV _ spot an- 
nouncements. Gates’ full line of rubber 
and plastic hose is featured in ads. 
Advertising aids with nominal charge, 
include hose washer cards and 
Estate sample tag. Hose washer card 
is give-away piece that contains ac- 
tual hose washer with guarantee that 
if hose still leaks it will be replaced 
by new Gates hose. Sample tag is 
section of Estate plastic hose and 
section of undersize plastic hose 
sample. Unusual mailing piece asks 
homeowner to compare undersized 
hose with full size Estate hose. En- 
ciosed pamphlet shows customer ad- 
vantages of full-sized hose. 

For Details Circle 205 on INQUIRY CARD 


“DISPLAY - FLEX” is eight-page 
booklet describing flexographic print- 
ing available from Fuller Displays, 
Inc., Long Island City, N. Y. Illus- 
trations show versatile display ma- 
terials in rolls to make inexpensive 
window and store spectaculars, wrap- 
arounds, background displays and 
other striking special promotions. 
Fuller is a manufacturer of point-of- 
sale promotions, banners, merchandise 
stands, animated displays and other 
items. 

For Details Circle 206 on INQUIRY CARD 


“KENNEDY PLAN FOR FASTER 
TURNOVER, MORE PROFITS” has 
16-pages. Booklet is from Kennedy 
Manufacturing Co., Van Wert, Ohio, 
and discusses effective merchandising 


techniques for tool boxes, machinist 
chests and tackle boxes. In-store dis- 
play, adequate stock levels, consumer 
preference, competitive pricing and 
consumer advertising are among the 
contents of this handy merchandising 
digest. 
For Details Circle 207 on INQUIRY CARD 


ENVELOPE STUFFER with im- 
print space from Speakman Company, 
Wilmington, Del., describes “Easy- 
Push” line of metering fixture fittings 
for school and commercial building 
lavatories. 

For Details Circle 210 on INQUIRY CARD 


GIVE-AWAY BROCHURE de- 
scribes synthetic ropes of Nylon and 
Dacron by American Manufacturing 
Company, Inc., Brooklyn, N. Y. Eight 
page booklet has comparative weight 
and strength charts and where to 
use Nylon and Dacron. Merchandise 
aids are illustrated which include 
floor and counter display racks. 

For Details Circle 211 on INQUIRY CARD 


BOOKS—For Sale and Resale 


THE PLANNING OF BRANCH 
STORES by Perry Meyers is pub- 
lished by the Retail Research Insti- 
tute of the National Retail Mer- 
chants Association. For NRMA 
members, the book is priced at $2.00. 
For non-members, the cost is $3.00. 

Questions answered in the book 
include: How to select a suburban 
location. Effects of branch stores on 
the parent store. The criteria for a 
good branch store location. The arith- 
metic of branch store locations. Re- 
ported are many of the vital points 
which must be taken into considera- 
tion before an investment is made in 
a branch store. 

For Details Circle 243 on INQUIRY CARD 


“HOW TO DEVELOP A GOOD 
SALES MANUAL” is a_ 12-page 
booklet with simplified approach to - 
improving old manuals or compiling 
new ones. Available from The Heinn 
Company, the booklet includes sec- 
tions on how to begin collecting in- 
formation, what to include and how 
to make sure the manual is used 
after completion. 

For Details Circle 237 on INQUIRY CARD 
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Wholesaler-Dealer Ad Plan Works 


Banner Hardware & Supply Co. 
Denver, Colorado 


HE old adage that “two heads are better than 

one” can be multiplied several ways where re- 
tail store advertising is concerned, in the experi- 
ence of 11-Denver, Colorado, stores who are co- 
operating in an effective “Hi-Lo” advertising 
program. 

The cooperative plan is spark-plugged by Ban- 
ner Hardware & Supply Company, Denver whole- 
sale hardware firm, which put the wheels in mo- 
tion last August. Noting the success of cooperative 
advertising programs in drug retailing, the 
plumbing industry, etc., sales manager John An- 
derson felt that a similar program would defi- 
nitely benefit retail hardware dealers. By enlist- 
ing financial support of manufacturer, distributor, 
and retailer all at once, the size and scope of the 
advertising program could be tremendously in- 
creased. 

Taking the responsibility for developing the en- 
tire program, the Banner organization has lined 
up 1l-hardware stores. Most of them are long- 
established, solid neighborhood hardware stores 
whose owners are well aware of the need for good, 
effective advertising in these days of intense com- 
petition from discount houses, chain stores, and 
fringe retailers who carry at least partial hard- 
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... With Help from Manufacturers, Coop- 
erative Advertising Plan Means Meeting 
Competition from Chain Stores and Other 
Quantity Operators. Cost of Program is 
Nominal for Dealers 


ware lines. The theme of the program is “Hi- 
quality, Lo-price.” This is condensed into the 
“Hi-Lo” trade mark reproduced in each news- 
paper ad, in point-of-sale ad reproductions in each 
store, window displays, and in decalcomanias 
which identify each member as a “Hi-Lo” store. 

With the ads made up at Anderson’s office, the 
program calls for an average of one large display 
ad per week. They appear in both the Rocky 
Mountain News, Denver’s morning newspaper, 
and The Denver Post in the evening. Ads are 
carefully planned and eyecatching to identify the 
11-stores participating. Each feature some timely, 
traffic-building specialty which lends much addi- 
tional value to such ads. In the case of the tab- 
loid Rocky Mountain News, full-page ads are used 
frequently, and quarter-page ads in the larger 
Denver Post. 

The cost of the advertising program is being 
split three ways, with manufacturers, Banner, 
and the dealers each paying one-third. Retail 
store operators pay a standard $25 a month for 
their participation, in return for which they re- 
ceive the benefits of advertising which would 
amount to several hundred dollars per month, if 
run individually. 


DISPLAY IN STORE using news- 
paper ad reprint. Merchandise used 
in display is the same as that adver- 
tised. Customers quickly find the 
merchandise that was advertised. 
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Along with prominent mention in each display 
ad, all of the 11-dealers are given the opportunity 
to capitalize with plate proofs of the ads. Ads 
are set up on easel sign boards throughout the 
store, in their display windows, and otherwise re- 
produced to funnel the attraction of the news- 
paper ad down to a specific display in the store. 

Results have been “spotty,” Anderson said, 
candidly, pointing out that the dealers who tie in 
closely with each item listed in the ad invariably 
show healthy sales increases. Those who are “too 
busy” to build up mass displays, to utilize personal 


HI-LO MERCHANDISING PROGRAM 


WHAT IT DOES 

. Increase Volume 

. Promote Independent Dealers 

. Keep the Dealer’s Name Before the Public 

. Promote Dealer’s Services and Conveniences 

. Help Him to Compete with the Chains and Dis- 
count Houses 

. Make Him the Neighborhood Center for Home 
Owners 

. Give Him an Opportunity to Advertise in a 
Way He Previously Could Not Afford 


WHAT THE DISTRIBUTOR DOES 

Distributor Salesman will Sign up those Dealers 
wishing to Participate in this Program. The Dis- 
tributor will Furnish the Dealer with Signs, Price 
Cards, Window Streamers and Other Promotional 
Material. The Distributor will send out Monthly 
Bulletins which will Inform the Dealers of the Ad 
Dates and the Products to be Advertised. 


WHAT THE DEALER DOES 

The Dealer Pays $25.00 per Month for His Share 
of the Advertising and gets all other services and 
material on a 50-50 Co-op Basis. He Orders Stock 
of Items to be Featured in Ads. He Plans His 
Floor and Window Displays to Fit the Promotion 
of the Week and Makes up Price Cards. He Gives 
the “Hi-Lo” sign prominent display inside and 
outside store. He Keeps all Employees Informed 
of the Specials. He Should Use Tear Sheets of 
the Ads in His Store and In the Windows. 
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TYPICAL NEWSPAPER AD run by Banner Hardware 
for member dealers. Stores are listed at head of ad. “Hi- 
Lo” story is told at bottom of ad. 


suggestion, etc., to concentrate attention on the 
advertised specials are less likely to notice direct 
results. Such typical members as Kellogg Hard- 
ware Company in Golden, Colorado, have reported 
extreme satisfaction in swift turnover on each 
“Hi-Lo” advertised product. Two old-line hard- 
ware stores in Denver which have benefited tre- 
mendously include Fairfax Hardware in East 
Denver, and Falby Hardware Company, one of 
the city’s oldest, in South Denver. 

Along with the solid benefits of full-page news- 
paper advertising, the program has been particu- 
larly valuable in making it possible for Anderson 
to “book” manufacturer cooperation long in ad- 
vance. 

“Tt’s a case of the dealer getting more out of 
the program than he actually puts into it,” Ander- 
son pointed out. “His cooperation, of course, must 
go further than merely paying a monthly charge. 
Because he is benefiting by the sort of eye-catch- 
ing, solid advertising which people will read, he 
must back it up with the same sort of effective 
in-store advertising and display.” 


SALES MANAGER of the wholesale 
firm, John Anderson, studies past 
layouts of ads run in local news- 
papers. 
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CROWDS WERE BROUGHT TO NEW STORE 


Coast-to-Coast Hardware 


Milwaukie, Oregon 


T was electioneering time in Portland when the 
Coast-to-Coast Store in Dieringer’s King Road 
Shopping Center held their grand opening. It was 
a grand opening. The king of the primaries was 
scheduled to visit the shopping center in the morn- 
ing. Hundreds of people came and waited for the 
campaigner and then looked around the large 
shopping center, many of them finding their way 
to the Coast-to-Coast store which is owned by Jim 
Borho. 
Executives of the Portland branch of the Coast- 
to-Coast wholesale organization visited the store 
on opening day and helped Mr. & Mrs. Borho get 


THE CHECK OUT STAND on opening was handled by 
Mrs. Marie Borho, who made friends with customers. 
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... By the Barnstorming Campaigner John 
F. Kennedy who Visited Super Market on 
Same Day the Coast-to-Coast Hardware 
Store Opened 


off to a good start. 

The wholesale firm had also helped them pre- 
pare a special opening sale brochure. It was tab- 
loid size, four pages, printed in red and black. 
The owners were pictured at the top right corner 
of the advertising piece. 

The fixtures are standard Coast-to-Coast units 
which were merchandised with the aid of the 
wholesalers representatives. 

An attractive four-piece table lighter set was 
given to all persons who made a cash purchase 


AUTOMOTIVE SUPPLIES occupy the rear right-hand 
corner of the store. This is part of the basic stock. 
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THE LAST PART OF THE SIGN is lowered into posi- 
tion and the neighborhood recognizes a new hardware 
outlet, Milwaukee’s new Coast-to-Coast Stores. Pennants 
at store help give festive front. Bicycles and power-mow- 
ers are attractive items on display in front of the store. 
Store is located in the new shopping center. 


of $29.95 or more, or when the customer opened 
an E-Z Pay Account for $29.95 or more. 

The wholesaler also furnished many grand 
opening pennants and large hangers which were 
suspended across the ceiling area every few feet 
to give a very festive air. Colorful pennants also 


SPORTING GOODS have a big inventory on wall section 
which is designed to hold guns, fishing supplies, etc. 
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OFFICIALS of Coast-to-Coast greet Jim Borho on open- 
ing day. They are (left to right), Eugene Vich, automotive 
and plumbing merchandiser; Donald Walker, regional 
representative; Jerry Iverson, regional representative; 
Jim Borho, owner of store; and Russell Lippitt, vice- 
president and general manager of Coast-to-Coast Stores. 


were hung on the outside of the store to attract 
attention of the motorists who parked in the large 
area in front of the store. 

The grand opening was also attended by Milton 
Albin, editor of HARDWARE WORLD, who took 
photos appearing on these pages. 


SPECIAL PLATFORMS at front door are used for pro- 
motional items, particularly seasonal goods. 
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WHEELBARROWS on ledge can be seen from super- 
market on other side of wall section which holds a large 
supply of garden tools in a compact area. 


Y , | 


A LOT OF WHEEL GOODS are stacked in a small area 
by use of special platforms and rack to hold tricycles. 
Rack can be seen from entire store. 


Brownies Puts Same Stock In Half The Space 


THE FIRST MOVE in years was made recently by 
Brownie’s of San Francisco to a corner location. 


Brownie's Hardware San Francisco, Calif. 


HORTLY after the fire and earthquake in San 
Francisco in 1909, E. Brownstone founded 
Brownie’s, one of the more famous hardware 
stores of San Francisco, at 1542 Polk Street. Later 


he became known as the “first Mayor of Polk 
Street.” 


His store was known for years as the place to 
find anything you want in the homewares field. At 
the time that the present owners, Lee Cornell and 
Fred Arndt, decided to move to the corner at 1552 
Polk, the stock was getting out of hand. 

With the help of Ed Young and Wayne Dahl of 
Garehime the same stock was neatly arranged on 
new Daley fixtures in one-half the floor sales space. 
Practically all of the stock is out on open display. 
Only a small amount of warehouse space is needed. 

Brownie’s is in an apartment house district of 
San Francisco, not far from the downtown area. 
Paint and general homeware items are by far the 
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SLANTING SHELVES make it easy to find various 
plumbing items on this center gondola. 


SIGNS announcing free prizes were spotted at corner 
door as well as on windows. 


best sellers. Decorative ware, gadgets, glassware 
and dinnerware are important to the customers in 
this district. Do-it-yourselfers are confined mostly 
to electrical and plumbing work as space is a prob- 
lem with most inhabitants of the area. 

The grand opening was promoted with a brown 
and yellow direct mail piece which offered free 
orchids for the ladies, a bud vase for every adult 
was hand dipped while the customers waited. 
Fifty trading stamps were also given with any 
eash purchase. A door-prize coupon appeared at 
the top of the mailing piece. No purchase was 
necessary to win prizes. 

The opening sale started on a Thursday and ran 
through Saturday. Specials included portable 
power tools, paint, housewares, electrical house- 
wares, ete. 

The crowds found the new Brownie’s just as 
reliable for finding what they wanted and also 
much more interesting. 
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HOUSEHOLD UTILITY ITEMS are well displayed on 


this gondola. Aisles are ample for traffic. 


PLASTIC WARE is given a mass display on a center 
gondola. Variety of colors attract customers. 


PRESENTATION OF A 50-YEAR AWARD was made to 
Brownie’s at their opening. Those officiating are: Ed 
Young, Garehime Corp., who managed the installation of 
fixtures; Lee Cornell, partner of Brownie’s; Milton Albin, 
editor of Hardware World, presenting the award to the 
other partner, Fred Arndt; and Wayne Dahl, Garehime 
Corp., who helped on installation and merchandising. 
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POINTING THE WAY oT to out-going national presi- PAST PRESIDENTS welcome Rod Adams into the fold 
dent of the Associated Pot & Kettle Clubs of America after installation of new national president. From left 
Rod Adams of San Francisco, are the newly elected na- are: Jimmy Stuart, Portland; Phil Smith, Seattle; Dave 
tional officers (from left): Adams; president—Joe Dun- Bartelme, San Francisco; Carl Hobson, Los Angeles; 
gan, Portland; 2nd V. P. Frank Harford, Los Angeles; Wally Suva, Seattle, Clarke Wright, Portland; Lester 
secty.—Arnold J. Maizels, Portland; and treas.—Ted Neblett, Los Angeles; Allen Carpenter, Denver; and Rod 


Ericksen, Portland. Not present was Ist V. P.—Forrest Adams, San Francisco. Adams completed his term of office 
J. Bennett of Denver. as national president for 1959-60. 


Pot & Kettle Holds National Convention 


The Associated Pot & Kettle Clubs C. Roderick Adams, Robert S. Barkell year was Chinese, brought about by 
of America held their annual conven- Co., San Francisco, out-going presi- San Francisco’s Chinatown. Decora- 
tion at Hoberg’s resort, Lake County, dent, presided over the _ business tions and gifts were used to carry 
Calif., June 26-30. Hosting the con- meetings and election. Elected presi- out the theme during the four 
vention was the San Francisco club. dent was Joseph P. Dungan, Joe P. 
Some 275 members, wives and chil- Dungan Co., Portland, Ore. Other 
dren attended from San Francisco, officers were: Ist V. P.—Forrest J. 
Portland, Los Angeles, Seattle, Den- Bennett, Mirro Aluminum, Denver; Next year’s convention site was 
ver and Phoenix. Jim Collins, J. E 2nd V. P.—Frank C. Harford, Frank PN eS eR aE SAE 
Collins Co., president of the San C. Harford Co., Los Angeles; secre- esignatec te See eee’ 
Francisco club, had as convention tary—Arnold J. Maizels, manufactur- Host club will be Portland. Portland 
chairman Bob Barkell, Robert S. ers’ representative, Portland; and previewed the theme of the 1961 ead 
Barkell Co. treasurer — Ted Ericksen, Ericksen- vention as a “Caribbean Cruise” 

Highlight of the convention was Gruber Co., Portland. aboard H.M.S. Gearhart. (All photos 
the election of new national officers. Theme of the convention for this were taken by Hardworld Staff) 


day 
convention. Colorful Chinese costumes 
were used by both hosts and out of 
town guests. 


HEADQUARTERS for WELCOMING GUESTS TURN to watch GREETING GUESTS, CONVENTION- 
convention with rubber- COMMITTEE is new arrivals get welcom- the great Eastern em- EERS greeted by 
necking crowd on balcony dressed in Chinese ing treatment from Tom _ peror Rod Adams and Bob and Eunice 
of main lodge. clothing. Payton, Dave Bartelme. his wife Arline. Barkell. 


BEATNIKS AND BON- AT EASE on the veranda FIRST ORDER OF BUS- 51ST WEDDING ANNI- 
GOS from Portland club of the lodge meeting INESS was Wine Tasting VERSARY was celebrated 
livened things up on their friends as they arrive for Party at poolside. Barbe- by guests for Bruno and 
arrival in caravan. convention. cue dinner followed. Charlotte Kaufner. 
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SERIOUS BUSINESS was conducted at meetings. “Gangsters” tried to disrupt meetings as did visitors from Alcatraz, 
the Caribbean and Wally Suva, past president from Seattle. 


Z » Mal |= 
PORTLAND made a pitch for a Caribbean Cruise at Gearhart, Ore., for the next convention in 1961. Arizona Indians 


appeared out of the woods, but horseshoes were still being pitched and amateur photographers were comparing notes 
with each other. 


LADIES DAY was everyday with luncheons, fashion show and relaxation. Second photo from left shows 10-models and 
their gowns. Jackie Smith, daughter of Mr. and Mrs. Merle Smith (also Mr. & Mrs. P&K) was one of the stand out 
models (third photo from left). 


KIDS DAY included a boat ride around Clear Lake. Past p-esidents and their wives were honored at luncheon. Master 
of ceremonies was Jim Collins of San Francisco, who turned comic for the occasion. 
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SAN FRANCISCO GROUP was on hand in great numbers as hosts for convention held at Hoberg’s Clear Lake, Calif. 
Los Angeles broke up cocktail party as they cooked up interest for convention in 1962. Frank Harford was anchor man 
on floor. Old photos of past conventions found buyers. Money was put in “Pop” McCune fund. 


WINNER OF DRESS, designed by Tex Bartelme, was Betty Kline. Contest of table decorations created interest as did 
funny bathing suit contest with Bruno Kaufner (left), and Frank Harford. Baseball saw San Francisco come out as 
Champions with some dispute by others. 


SMOKE FILLED ROOMS were filled with gin rummy players. Magician shocked these “live wires” out of there chairs. 
Donkey (with jockey Jack Jackson) was presented to Merle Smith’s family. Scroll signed by all conventioneers was 
given in appreciation of the work done by Leroy and Ceasrina Hubert for handling the youngsters activities. 


BARBECUE in Chinese costume as well as cocktail parties carried out the theme of the convention. Soda fountain was 
a popular place for the kids. Final banquet honoring new oTicers with Bob Barkell, one of several speakers. 
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Write FOR CATA 


SHOWING 


WILSHIRES 
‘yew LOOK 


in FIREPLACE Alli | 
DUNTRY Pianry 


AT POPULAR PRICES 
, 








Write for Brochure 
on America's finest 
line of braziers and 
wagons . . . priced 
right for any purse! 


WILSHIRE mec. co. 


Main Office: 4865 San Fernando Rd. West, Los Angeles 39, California 


Eastern Plant & Whse: 850 W. Jackson Bivd., Chicago 7, Illinois 


For Details Circle 16 on INQUIRY CARD 


GLEASON WHEELS 


COMPLETE WHEEL 
DEPARTMENT IN 
3 SQ. FT. OF FLOOR SPACE 


Everything you need to take care ol 
all your wheel needs. All-metal display 
contains 46 Gleason narrow Hub Wheels 
and reducer bushings to adapt 44” I.D. 


si “ asm. a ” No. 523 
wheels to fit 34” and 7/16”. DISPLAY 


Order from your wholesaler. 


ask for GLEASON on your wheeled equipment 
GLEASON CORP., 250 N. 12th St., Milwoukee 3, Wis. 


For Details Circle 17 on INQUIRY CARD 


TEHR-GREEZE FABRIC CEMENT 
In Handy Self-Dispensing Plastic Squeeze Bottle 


Same high quality patching cement in a handy 
plastic squeeze bottle that eliminates messy pad- 
dies, brushes and waste. For the instant repair 
of tarpaulins, binder canvasses, canvasses, leather 
material or any item it can penetrate. Thousands 
of uses. Sold by leading jobbers and dealers 
everywhere. Comes in 2 oz., 6 oz. and 16 oz. plas- 

tic bottles. Larger sizes pack- 


ed in glass containers. Write 
for free sample, prices and 
literature. 
Comes in attractive 3- 
color counter display 
carton. (12 to a pack- 
oge). 
700 W. Root St. 
Chicago 9, Ill. 


For Details Circle 18 on INQUIRY CARD 
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Second, 


Adjustable 
Tension Stud 
No pins to lose. 


mele)’. / 
saws 


OMS 


GIVE YOU 


PROFABILITY*< 


Gensco Bushman bow saws are the fast, easy 
cutting saws with genuine Swedish steel blades 
that everyone wants. Home owners, farmers 
campers use these famous saws for cutting fire 
vVrolele Mm o]0i fo), (ele le Mi -1a(e-10.0)-36-Mumolallalial-M-lalem-4-lal-1e-1 
work 

The Gensco line sells faster and offers you more 
profit potential. And it has more exclusive pat 
ented features, too. Series 300 has an exclusive 
adjustable one-piece tension stud that simplifies 
blade changing, eliminates loss af pins, and 
maintains constant blade tension 

Order your supply of Gensco Bushman bow saws 
icolanme i0]0] am (ele)el-1amcolel-)y 

Other Products include: Swedish Wood Chisels 
a Full line of Builders’ and Shelf Hardware, Stove 
Bolts and Wood Screws 

* Profability—that quality in Gensco Too 
makes them sell easily, satisfy customers, main 
tain.a full profit margin 


GENSCO TOOLS 
Division of General Steel Warehouse 


1808 N. Kostner Avenue ¢ Chicago 39, Illinois 
For Details Circle 19 on INQUIRY CARD 








MISS “GREEN SPOT” shows three 
tiered display for Deluxe Dial Ad- 
justment sprinkler. Holds three mod- 
els.—Otto Bernz Company 

For Details Circle 160 on INQUIRY CARD 


90th ANNIVERSARY is being cele- 
brated with new torch kit merchan- 
disers. Display includes propane 
torch, head and spark lighter.— 
Turner Corporation 

For Details Circle 161 on INQUIRY CARD 





HOUSEWARES FESTIVAL in print. 
Special ads will appear in Ladies’ 
Home Journal for seven manufactur- 
ers. Kits available—National Retail 
Hardware Assoc. 

For Details Circle 162 on INQUIRY CARD 
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Merchandising Aids 
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“PARADE OF HOLIDAY VALUES” 
is special merchandising promotion 
featuring 57 items to draw traffic.— 
Val-Test. 

For Details Circle 163 on INQUIRY CARD 





RITTENHOUSE 


BELLS and SUZZERS 


ie 





WALL MOUNTED bell and buzzer 
display. Seven bells and buzzers are 
attractively displayed. — Rittenhouse 
Company 

For Details Circle 164 on INQUIRY CARD 


FREE GOODS DEAL for different 
selections of flexible window materi- 
als. Advertising and sales aid for a 
fast promotion of R-V-Lite products 
available-——Arvey Corporation 

For Details Circle 165 on INQUIRY CARD 





READY-TO-PLUNGE is this pretty 
miss who displays new dealer out- 
door metal sign. Water-drop trade- 
mark ties-in ad program. Sign is 
3 x 5 feet. Barnes Mfg. Co. 

For Details Circle 166 on INQUIRY CARD 
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SALES ACTION tool center display 


has special tool hangers. Display is 
five feet tall with 35 different paint 
tools—Warner Mfg. Co. 

For Details Circle 167 on INQUIRY CARD 


CASTER DISPLAY for office chair 
caster is free with stock order. Per- 
manent display has fast-moving 
caster and glide stock.—Master Mfg. 
Co. 

For Details Circle 168 on INQUIRY CARD 
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Wholesaler Advertising Aids 
For Dealers 











ARIZONA 





PHOENIX 





PHOENIX HARDWARE COMPANY 
2022 N. 22nd Avenue. 

ESTABLISHED: 1947. 

PRES. & SALES MGR: Irving Katzke 
V.P: Harry Kay. 

GEN. MGR., SEC., TREAS: Phil Katzke. 
TERRITORY: Arizona and _ Imperial 
Valley of California. 

SPECIAL SERVICES: Store moderni 
zation planning. Seasonal advertising 
brochures. 


THRIFTY 
TION 

213 So. lith Avenue. 

MSTABLISHED: 1950 

PRES., GEN. MGR. & SALES MGR 
Daniel L. Martin. 

TERRITORY: Arizona 

SPECIAL SERVICES: Fixtures, Mer 
chandising, Advertising Brochures, I: 
ventory Controls, etc. 


WESTERN HARDWARE COMPANY 
2905 W. Osborn Road. 

ESTABLISHED: 

PRES. & GEN. Arnold E. Poole 
SALES MGR: Donald B. Sibel 
TERRITORY: Arizona, Nevada, New 
Mexico. 

SPECIAL SERVICES: Complete retail 
catalog and price book ; weekly bulletin 
and newsletter; Steck control and 
rhythm buying system; Quarterly con 
sumer promotions; Co-op newspaper 
advertising; Store modernization dept 


WHOLESALE CORPORA- 





CALIFORNIA 





COMPTON 





P. B. HAZELTON WHOLESALE 
HARDWARE 

1300 E. Palmer Ave. 

ESTABLISHED: 1939 

PRES: Jack A. Hazelton 

SALES MGR: John Cate 

SPECIAL SERVICES: Month! vulletin 
listing. 

SPECIALS: New items, and closeouts 
Complete dealer catalog issued three 
times a year with dealer net costs and 
suggested retail prices. 





LOS ANGELES 





BUDROW & CO. 

3161 E. Washington Blvd. 
ESTABLISHED: 1932 

PRES: Rob’t G. Budrow. 

SECY. & TREAS: A. F. Budrow 
GEN. MGR: Wm. E. Budrow 

SALES MGR: Harvey E. Sawyer 
TERRITORY: So. California & Clark 
County, Nevada. 

SPECIAL SERVICES: Store 
and modernizing, Ad mat service 
Product knowledge dealer meetings, 
Regularly scheduled price promotions 


u ARPER & REYNOLDS CORPORA- 


planning 


Malt Avenue. 
ESTABLISHED: 1868 
PRES: 8S. T. Exley. 
SALES MGR: R. A. Judd 
SPECIAL SERVICES: Broadsides 
Gift Books. 
HARRIS & STROH 
231 Adrian Road, 
ESTABLISHED: 1945. 
PRES. & GEN. MGR: R. B. Harris 
SALES MGR: R. B. Harris, Jr 
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TERRITORY: Northern & Central Cali- 
fornia, Western Nevada, Southern Ore- 
gon. 

SPECIAL SERVICES: Merchandising, 
seasonal advertising brochures, mobile 
showroom, catalog pricing service. 
HOFFMAN HARDWARE COMPANY 
6625 E. Washirgton Boulevard. 
ESTABLISHED: 1884. 
PRES: B. J. Badham, Sr 
V.P: B. J. Badham, Jr. 
SECY: E. D. Badham. 
TREAS: W. J. Bergstrom 
SALES MGR: C. F. Fletcher 
PROMOTIONAL MGR: B. J. Badham, 
III. 

TERRITORY: So. California, Part of 
Arizona and Nevada. 

SPECIAL SERVICES Mobile show 
rooms available during tackle import 
season. Permanent sporting goods and 
promotion showrooms available at 
main plant. Seasonal advertising bro- 
chures and circulars. Sectional cata- 
logs for our customers 


bag = ny HARDWARE & METAL COM- 
NY 


555 Ferguson Drive. 

E STA AB LISHED: 1880. 

PRES: E. H. McLaughlin, sr 

V.P. & DIRECTOR OF SALES: F 
Re . 

= RE W. J. Goff. 

V. o§ ry MERC H. MGR: E. H. McLaugh- 
li 

TERRITORY: Southern California, Ne- 
vada and Arizona. 

SPECIAL SERVICES: Store Planning, 
Fixtures, Seasonal Advertising Bro- 
chures, Mobile Display Unit 

SPECIAL EVENTS: Power Shop Train- 
ing Classes—First Tuesday and Third 
Wednesday of Every Month; Open 
House (Toy Show)—Early May 





SACRAMENTO 





THE THOMSON-DIGGS COMPANY 
1801 Second Street. 

Branches (Fresno, Calif.). 
ESTABLISHED: 1875 

PRES. & GEN. MGR: Charles L 
V.P. & TREAS: R. A. Fisher 
SALES MGR: Dom A. Civitello 
TERRITORY: Central and No. Calif 
So. Oregon, Central and No. Nevada. 
SPECIAL SERVICES: 
zation planning; fixtures, merchandis- 
ing; seasonal advertising brochures: 
mobile showroom; catalog pricing set 
vice 


Mason 


Stores moderni- 





SAN FRANCISCO 





ALLIED WESTERN DISTRIBUTORS, 
INC, 


: Howard Street. 
ESTABLISHED: 1946 
PRES. & SALES MGR: W. T. Brantman. 
TERRITORY: 13 Western States, in- 
cluding Alaska and Hawaii 
SPECIAL SERVICES: 2 yearly tabloids 
4 Catalogs each year, Fall Bar Promo- 
tions, 88¢ Sale Promotions, Newspaper 
Mat Service. 
BAKER & HAMILTON 
pee 7th Street. 
ESTABLISHED: 1849 
x RE S: Wakefield Baker 
V.P: Wakefield Bake: 
Philip Baker 
MGR: Henry Hofmann 
SALES MGR: Emmet Burke 
TERRITORY: No. Calif. from Tenach- 


api and Santa Barbara in the South, 


So. Oregon north to Salem, Western 
Nevada east to Lovelock, and Alaska 


SPECIAL SERVICES: Store planning; 
Fixtures; Seasonal advertising bro- 
chures. 


CALIFORNIA PEST CONTROL CO. 
1000 Mariposa Street. 
PARTNERSHIP. 
SALES MGR: R. B. Chalmers. 
TERRITORY: No. California from 
Bakersfield in the Valley and Santa 
Maria on the Coast to Western Nevada. 
SPECIAL SERVICES: Dealer Catalog 
and advertising brochures. 
DUNHAM, CARRIGAN & HAYDEN CO. 
2 Kansas Street. 
ESTABLISHED: 1848. 
PR ES. & GEN. MGR: Curtiss Hayden, 
; Curtiss Hayden, Jr., Brace Hay- 
Sal. ES MGR: Chas. A. Lutz. 
YERRITORY: Calif., Oregon, Nevada, 
SL prenta Islands, Guam, Alaska. 
SPECIAL SERVICES: M & D store 
planning service, including fixtures and 
lay-out program, 4 Broadsides and 2 
booklets per year, Priced Catalog Ser- 
vice to qualified dealers. 


GAREHIME CORPORATION 

450 Townsend Street. 

ESTABLISHED: 1933 

PRES. & GEN. MGR: Verne E. Gare- 
hime. 

V.P: Edward C. Young. 

MERCH. MGR: William H. Sarle. 

TE RRITORY: Northern and Central 
Calif., So. Oregon, Nevada. 

SPECIAL SERVICES: Store moderniza- 
tion planning, Fixtures, merchandising, 
seasonal advertising brochures. 
SELLER BROS. & COMPANY 

177 Fremont Street. 

ESTABLISHED: 1880. 

PRES: Alan W. Hyman. 

V.P.: Robert L. Jacobs. 

TERRITORY: All of No. Calif. from 
Oregon in the North to Bakersfield, 
Calif.,. in the Valley and Santa Maria, 
‘alif.. on the Coast. 

SPECIAL SERVICES: Store moderniza- 
tion planning fixtures, merchandising, 
seasonal advertising brochures, pricing 
service, item of the month ad mat ser- 
vice. 

J. B. SHERR COMPANY 

6S5 7th Street. 

ESTABLISHED: 1950. 

PRES: J. B. Sherr. 

V.P: Herbert Sherr, Jerome B. Falk. 
TERRITORY: No. California. 
SPECIAL SERVICES: Annual_ Fall 
Dealers’ promotional catalog, Spring 
tabloid. 


SLOSS & BRITTAIN 

100 Potrero Avenue. 

Branch (See Sacramento). 
ESTABLISHED: 1913. 

PRES: H. E. Sloss. 
V.P.’s: Joseph Sloss, Jr., E. B. MeVicar 
SALES MGR: W. O. McManis. 
TERRITORY: Northern California. 
SPECIAL SERVICES: Quarterly bro- 
chures for the retailer, Automatic Mer- 
chandising service for electrical sup- 
plies, Cooperative advertising. 





SANTA BARBARA 





WRIGHT WHOLESALE HARDWARE, 
‘t. (P. O. Box 4278). 
1950 
S. Wright. 
E. B. Schilling 
‘L E S MG R: Harold Venable. 
TERRITORY: Santa Barbara, Ventura 
and San Luis Obispo Counties. 


(Continued on Page 54) 





Use Inquiry Postcard for Further Information About 


NEW PRODUCTS 





DOUBLE-F ACED REFLECTORS 
for marking driveways, curbs, en- 
trances and walks. Reflect-O-Guides 
have ruby reflectors of fade-proof 
plastic. Hermatically sealed units are 
24-in. high.—Peterson Mfg. Co. 

For Details Circle 125 on INQUIRY CARD 


EIGHT NEW AND IMPROVED 
lawn and plant food products for 
home gardeners. Included are lawn 
starter, lawn food with insect killer, 
“pink” plant food which is lighter in 
weight and others. — Vigoro div. 
Swift & Co. 
For Details Circle 128 on INQUIRY CARD 


FOUR COLORS in this rotating 
Colortone Roto-Wheel. Use for pro- 
jecting changing colors. Motor turns 
at 4-RPM. Red, blue, amber and 
green are on 12/, inch wheel.—Cable 
Electric Products, Inc. 

For Details Circle 131 on INQUIRY CARD 
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STORAGE TRAYS for many uses. 
Buff colored polystyrene Tote Trays 
in three sizes for storage in limited 
area. Trays come 9 to 1234 inches 
wide by 19 inches long.—Washington 
Steel Products, Inc. 

For Details Circle 126 on INQUIRY CARD 


BIRD FEEDER is_ squirrel-proof. 
Bird perch has built-in rodent repel- 
ler operated by six volt dry cell. 
Electronic Rodent Repeller will not 
harm birds or squirrels. Harmless to 
humans, too.—Ardmore Specialties 
For Details Circle 129 on INQUIRY CARD 


ALL-PURPOSE STENCIL KIT for 
home, office or factory use. Kit in- 
cludes letters, numbers, paints, 
brushes and cleaner. Stencils are 
brass interlocking. Two sizes of kits. 
—Bow Enterprises 

For Details Circle 132 on INQUIRY CARD 


COMPLETE LINE of grade-A files. 
American-pattern and curved-tooth 
in shapes and sizes to fit every kind 
of filing application. Lenox line of 
files are color coded.—American Saw 
& Mfg. Co. 

For Details Circle 127 on INQUIRY CARD 


MASKING PAPER has adhesive 
strip along one edge. Strip-Shield is 
eight inches wide in 30 and 90 foot 
rolls. Paper keeps paint where it 
belongs. Paper is paint resistant.— 
The Leonard Company 

For Details Circle 130 on INQUIRY CARD 


CLUTCH DRIVER is anti-ratcheting 
for continuous, uniform fastening. 
Will drive screws or nuts. Reversible 
power driver has '%-inch capacity. 
Available in any voltage.—Skil Cor- 
poration 

For Details Circle 133 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About 


NEW PRODUCTS 





“REVOLUTIONARY” BICYCLE uses 
fiberglass in much of its construction. 
Named the Bowden after its designer, 
all mechanical parts are enclosed and 
protected for safety.—Bomard Indus- 
tries, Inc. 

For Details Circle 134 on INQUIRY CARD 


ALL-VINYL PLASTIC can be quick- 
ly repaired with applicator kit. Kit 
is complete in one tube. Self-spread- 
ing applicator tip spreads transpar- 
ent plastic over torn area.—Pactra 
Chemical Company 

For Details Circle 137 on INQUIRY CARD 


ROCKET AND MISSILE RESEARCH 
helped develop new pocket knife. 
Tungsten carbide blasted on one side 
of blade for super sharp “Flame 
Edge.” Steel side wears leaving tung- 
sten edge.—Robeson Cutlery Co., Inc. 
For Details Circle 113 on INQUIRY CARD 


AUGUST 1960 


STEEL WIRE SHELVING for resi- 
dential and commercial use. Shelving 
comes in 10 and 11%4-inch widths. 
Can be adapted to any length. Rust- 
proof silver-brite finish. Said not to 
sag.—Pemco Wheel Co. 

For Details Circle 135 on INQUIRY CARD 


REPAIRS OF CHAIN SAWS are 
easy with Break-N-Spin tool. Chain 
saw chain rivets are broken out and 
spin pre-set rivets to rejoin chain. 
Tool uses progressive pressure.—Ny- 
gran Industries, Ltd. 

For Details Circle 138 on INQUIRY CARD 


FORE ot ORE Slt crs A gO 


ELECTRONIC LIGHT CONTROL 
SWITCH has three position control. 
Hi-Lo Dim-switch with finger-tip con- 
trol. New switch replaces existing 
switch in minutes. No rheostat need- 
ed.—Slater Electronics Corp. 

For Details Circle 114 on INQUIRY CARD 


EXTRA SALES from transistor radio 
batteries. Full line for domestic and 
imported radios and electronic equip- 
ment. Available in voltages from 114 
to 22-volts—Bright Star Industries 
For Details Circle 136 on INQUIRY CARD 


FULLY AUTOMATIC 50-foot reel 
measuring tape. Steel gears and all 
steel case for rugged outdoor and in- 
door use. Little Jay tape has heavy 
gage steel, easy to read blade.—Fos- 
ter MeCulloch Co. 

For Details Circle 111 on INQUIRY CARD 


FOUR MODELS AND SIZES of bam- 
boo rakes. Three models, 30, 24, and 
18 inch rakes have fir 48 in. handles. 
Small 10 inch rake has 36 inch bamboo 
handle. — Bond Manufacturing Com- 
pany 

For Details Circle 115 on INQUIRY CARD 
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“FASHIONING NEW IDEAS FOR 
HAPPIER HOMEMAKING” is 48- 
page catalog from West Bend Alu- 
minum Co., West Bend, Wis. Colorful 
catalog No. 32 has five sections plus 
replacement parts and advertising 
and displays sections. Inside back 
cover has alphabetical listing of all 
products. Sections include waterless 
cookware, bakeware and cookware, 
stainless steel, electrical appliances 
and specialties and giftware. Each 
section has its own index to enable 
you to quickly find the item wanted. 
Illustrations of each item carries a 
description and number with size, 
gauge and shipping weight per dozen. 

For Details Circle 212 on INQUIRY CARD 


WHEEL CATALOG has five pop- 
ular Narrow-Hub wheels made by 
Gleason Corp. Four-page catalog of 
slow-speed wheels features replace- 
ment wheels for repair and do-it- 
yourself projects on carts, wagons 
and other wheel goods. “Hub- 
stretcher” springs are included in 
catalog, as well as merchandising 
helps for dealers. 

For Details Circle 213 on INQUIRY CARD 


DIMENSION CHART for selecting 
masonry anchors and drills. Wall 
chart is 18 x 20 inches in two-color, 
published by The Rawlplug Company, 
Inc. The principal types of masonry 
anchors and drills are pictured on the 
chart and a glance indicates where 
each should be used. Types of an- 
chors are shown for all kinds of jobs. 

For Details Circle 214 on INQUIRY CARD 


CATALOG SHEET describes special 
wall clock promotion for dealers from 
Weller Electric Corporation, Easton, 
Pa. Clock is 15-inch tapered square 
with sweep second hand and illumin- 
ated. Clock can be used as attractive 
night light and serves as_ product 
identification with Weller name and 
tool pictured on clock face. Clock can 
be obtained free by sale of sander. 
For Details Circle 208 on INQUIRY CARD 


MAILER CATALOG has eight- 
pages in two-color from Skil Corpora- 
tion, Chicago, Ill. Catalog is 8% x 
11 inches and covers full line of power 
tools. A total of 81-tools are illus- 
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trated and described. Room for dealer 
imprint and customer addressing on 
outside. Catalog folds to 8% x 3% 
inches for easy mailing. 

For Details Circle 209 on INQUIRY CARD 


SWIMMING POOL EQUIPMENT 
AND SUPPLY CATALOG describes 
over 500 items. Catalog is issued by 
General Swimming Pool Products, 
Evanston, Ill. Included in this 32-page 
catalog are swimming pool heaters, 
tubular diving stands, concrete diving 
towers, visual vacuum filters, under- 
water observation windows and a 
family of water conditioners. The cat- 
alog was designed for the pool owner 
and prices are included. 

For Details Circle 215 on INQUIRY CARD 


JUNIOR LINE CATALOG gives 
information on seven juvenile furni- 
ture sets. Issued by Hampden Spe- 
cialty Products Corporation, the cat- 
alog is printed in four colors. Com- 
plete descriptions and specifications 
are provided in the eight-page cata- 
log. 

For Details Circle 218 on INQUIRY CARD 


QUICK REFERENCE FILE 
FOR ELECTRICIANS, 
CARPENTERS 


PIPE FITTERS Fa ° 


i 
jidddagapae 


FOR CARPENTERS, ELECTRI- 
CIANS AND PIPEFITTERS, this 
six-page booklet contains detailed in- 
formation on woodworking line of 
tools. Over 75-tools are described 
with complete size range listing for 
each.—Greenlee Tool Company 
For Details Circle 219 on INQUIRY CARD 


To Receive Any of this 
Printed Matter Circle 
Number on Inquiry Card 
Facing Page 52 


CRAFT SUPPLIES CATALOG 
from D. N. Mallory, San Francisco. 
The 51-page catalog has hundreds of 
items listed for craft and hobby work. 
Replacement items for kits and acces- 
sories and supplies are included. 
Among the many listings are bead- 
craft, cars, chemistry and science, 
wood carving, lacing, leathercraft, 
paint-by-number sets, mosaic sets 
and gun kits. Accessories and sup- 
plies include balsa wood, batteries, 
paint brushes, decals, cement, dope 
finishes, picture frames, and numer- 
ous others. Price discounts are coded 
for dealer convenience. 

For Details Circle 217 on INQUIRY CARD 


SEAL - O - MATIC DISPENSER 
CATALOGS for gummed tape seal- 
ing machines and label dispensers 
available from Seal-O-Matic Dispenser 
Corporation, Newark, N. J. Litera- 
ture outlines each product in the line 
along with technical specifications 
and prices. 

For Details Circle 216 on INQUIRY CARD 


BOOKS—For Sale and Resale 


“HOW TO PLAN, LAYOUT AND 
INSTALL A RAINJET UNDER- 
GROUND SPRINKLING SYSTEM” 
is brochure from Rain Jet Corpora- 
tion. The brochure is intended as a 
guide for homeowners, but the tech- 
nical information is helpful to deal- 
ers and others. Included is a scale 
graph sheet together with templates 
enabling easy layout of a lawn sprin- 
kler installation. Ten steps are il- 
lustrated in the brochure which are 
used in proper layout of various 
sizes and shapes of yards in under- 
ground sprinkler systems. 

For Details Circle 238 on INQUIRY CARD 


RESIDENTIAL HARDWARE 
REFERENCE BOOK from The Stan- 
ley Works has 12-pages. The book 
is designed to aid builders in selec- 
tion of hardware that is right for 
the job. Diagrams show why and 
where hardware should be installed. 
Hints on reducing installation time 
and costs are given, plus a general 
reference guide. 

For Details Circle 239 on INQUIRY CARD 
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BOOKS—For Sale and Resale 


“HOW TO SELL APPLIANCES 
AT RETAIL” is a career guide to 
profitable selling of home equipment. 
Written by Patrick Monaghan and 
published by the Business Book divi- 
sion of Fairchild Publications, Inc., 
the cloth bound book sells for $7.50 
a copy. 

Written for the layman planning 
a career in appliance selling, as well 
as the experienced salesman, the 
author explains how to use public 
relations techniques to create the 
atmosphere of confidence that makes 
a customer buy. The book provides 
a new factual and modern approach 
to selling appliances and home equip- 
ment in the store or direct to the 
home. Several chapters are devoted 
to the technique of field selling. 
Other chapters deal with essential 
qualifications for a successful sales- 
man, how to develop a store image 
and points for meeting “discount 
house” competition. 

For Details Circle 240 on INQUIRY CARD 


“HOW TO BUILD PROFITS BY 
CONTROLLING COSTS” is a 48- 
page booklet published by Dun & 
Bradstreet, Inc. It is written from 
the point-of-view of the small busi- 
nessman and deals with one of the 
most difficult problems of today— 
cost control. Cost of the book is $1.00. 

Common business problems expe- 
rienced by a typical small business- 
man are outlined in the first part of 
the book. It includes many sugges- 
tions for controlling costs. In the 
second part there is a step-by-step 
examination of record keeping, anal- 
ysis of figures and the use of ratios 
as a means of comparing perform- 
ance. This section enables the reader 
to work out a way to examine and 
control the costs of his business. 

For Details Circle 241 on INQUIRY CARD 


“ALL ABOUT SWIMMING 
POOLS” has all the information that 
a home handy-man needs to build 
his own pool. Published by Arco, the 
book sells for $2.50. 

A pleasant surprise for many will 
be the fact that a below-the-ground 
pool, 16 x 32 feet, can be constructed 
for just over $1000. For home owners 
considering the purchase of a con- 
tractor installed pool, complete in- 
formation is provided on contracts 
and contractors. Also discussed is 
types of pools that are available 
and how much they should cost. 

“All About Swimming Pools” is 
fully illustrated with more than 300 
photographs. The book is clothbound 
and has 144-pages. 

For Details Circle 242 on INQUIRY CARD 
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TOOL HANDLES 


offer 


Selling Advantages 


that mean more 
Turnover and Profit 


1. Priced to move fast with full profit 
margin for you. 


2. Manufactured to give user satis- 
faction. Made of finest second 
growth hickory. 


3. Clearly labeled for quick identi- 
fication by pattern number, name 
and weight tool they fit. 


4. Sales helps to assure that quick 
turnover every aggressive 
dealer demands. Write for free 
copy of handy wall chart C 
illustrated at left. This wall 
chart simplifies selecting 
proper handle for specific tools. 


Send for 
Catalog B 


Sequatchie Handie Works 


Sequatchie, Tenn. 
For Details Circle 20 on INQUIRY CARD 
































Whitehouse Joins McKinney 

SAN FRANCISCO — The appoint- 
ment of John Whitehouse to the sales 
staff of McKinney Manufacturing 
Company, Pittsburgh, Pa., has been 
announced. 

Whitehouse has been assigned to 
the West Coast Regional Sales Of- 
fice, 560 Ninth Street, San Francisco. 
The office operates as service head- 
quarters for McKinney accounts in 
California, Washington, Oregon, Ari- 
zona, Nevada, Utah, Montana, Alaska 
and Hawaii under the direction of 
Clark Van Housen, West Coast re- 
gional sales manager. 

Whitehouse has been active in 
West Coast hardware sales for nearly 
15 years. Recently he has been San 
Francisco branch sales manager for 
a prominent firm of manufacturers’ 
representatives, specializing in the 
hardware and millwork fields. 


D & M Names Lippincott 


SAN FRANCISCO —Dille & Mc- 
Guire Manufacturing Company of 
Richmond, Indiana announced the ap- 
pointment of Lippincott Company of 
San Francisco as Western represen- 
tatives for their lawn mowers. Lip- 
pincott Company at 1355 Market St., 
here, will serve wholesalers in the 11 
Western States. 


Retires 
From Morse 
Hardware 


Adolph L. 
Rank 


BELLINGHAM, Wash.—Adolph L. 
Rank, chief purchasing agent for the 
wholesale dealer and industrial firm 
of Morse Hardware Company, is re- 
tiring after 47 years’ association 
with the company. Prior to joining 
Morse, he was with Whiton Hard- 
ware Co. of Seattle. Rank, who has 
been active in civic and fraternal af- 
fairs for many years, is now going 
to devote his leisure time to his 
hobbies. 
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WESTERN TOY MARKET HELD IN SAN FRANCISCO 


5th ANNUAL MARKET sponsored by the Western Toy, Juvenile & Wheel 
Goods Association at the Merchandise Mart in San Francisco heard TV 
guests report on selling toys on television. At head table, from left, Henry 
Adams, Merchandise Mart manager; Jack Jackson, J. Jackson Sales Co.; 
Robert Zinkhon, Mart publicity director; Dick Robertson, KRON-TV_ mer- 
chandise manager; Bob March, Captain Satellite on KTUV-TV; and Art Fin- 


ley, Mayor Art on KRON-TYV. 


Pittsburgh Plate Appoints 
Horrall to Western Post 


SAN FRANCISCO — Appointment 
of Kenneth M. Horrall as district 
sales manager for the newly-estab- 
lished San Francisco district office of 
the Fiber Glass Division of Pittsburgh 
Plate Glass Company was announced 
by A. W. Stevenson, manager of 
sales. 

Horrall joined Pittsburgh Plate in 
1956 as a sales trainee in the Paint 
and Brush Division’s Pacific Coast 
operations at Oakland. He became as- 
sociated with the firm’s Fiber Glass 
Division in 1957 and during the past 
three years had served as a sales 
representative with headquarters in 
Berkeley. 


Rubberset Building L.A. Plant 


LOS ANGELES—Ground-breaking 
ceremonies took place for the Rub- 
berset Company’s new Los Angeles 
facility located in Monterey Park, 
Calif. Rubberset Company presently 
has factories in Newark, N. J., and 
Gravenhurst, Ont. Western branch 
headquarters have been maintained 
in Los Angeles since 1935. The new 
plant, with enlarged modern ware- 
house, office and other facilities, is 
designed to improve service to paint 
brush buyers and users in the west- 
ern states. 


New Faces For Phoenix 
Hardware Company 


PHOENIX—tThere are several new 
salesmen now representing Phoenix 
Hardware Company here. Joe Gamsu, 
formerly of New York City, is now 
covering Yuma, Parker, Casa Grande, 
Eloy, Stanfield, Coolidge, Mesa, 
Tempe, Sunnyslope and Chandler in 
the state of Arizona and Blythe and 
Needles, California. 

Robert Katzke, son of Irving 
Katzke, president of the firm, has 
joined the company to work in the 
office under the supervision of Phil 
Katzke, general office manager. He 
has just completed four years at the 
University of Arizona. Simultaneously 
he also announced his marriage to 
Miss Libby Doris Serbin in December. 


Changes at Dunham 
Carrigan & Hayden 


SAN FRANCISCO—Salesman Dick 
Van Beek has replaced Mike Ras- 
mussen in the San Francisco territory 
while Mike replaces Willie Willis on 
the San Francisco peninsula. Jim 
Skelly, merchandising promotion man- 
ager, here has resigned to become dis- 
trict manager of the Thorsen Manu- 
facturing Co. covering the states of 
Illinois, Wisconsin and Michigan. 
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NOW... fot Rudded, All-Weather Hunters | 


A POWERFUL NEW PREMIUM GRADE, 
PREMIUM PRICE, PREMIUM PROFIT SHOTGUN SHELL 


Steel and Polyethylene Remington ‘‘SP”’ Shells Let You Guarantee 
Perfect Chambering in Shotguns In Any Weather. They Keep Power Factory Fresh! 


These new Remington Premium Grade “SP” shotgun shells, 
made with steel heads and linear polyethylene bodies, are 
the result of years of intensive laboratory research and 
painstaking field testing. 


Remington Premium Grade ‘‘SP”’ shells were designed to 
meet demands of rugged, all-weather hunters who want shells 
guaranteed to perform under roughest hunting conditions, 
shells that will not swell in rain, snow or sleet, will not scuff 
or mar, and will maintain factory fresh power, ballistic and 
dimensional stability in a!l kinds of weather. 


Now they’re here . . . with guaranteed features that mark new 
Remington Premium Grade ‘“‘SP”’ shells the ultimate in 
shotgun ammunition! 


Just look at all these 10 great selling features: 


Guaranteed — to chamber in shotguns under all 
weather conditions. No more swollen bodies, wasted 
shells, or malfunctions due to bad weather. 


New linear polyethylene one-piece seamless corrugated 
body. Linear polyethylene is one of the toughest plastics 
available, made even tougher by a secret process. 


New Duplex Plated Steel Head — steel where steel 
belongs. Remington's use of polyethylene, together 
with the new one-piece base wad, permits us to take 
advantage of the strength of steel. This new steel head 
is copper and brass plated, corrosion resistant. 


Weatherproof — the completely new construction of 
this new shell protects the contents and insures 
uniform pressures, velocities, pattern and power. Keeps 
‘factory fresh.’’ Ballistically and dimensionally stable. 


Scuffproof — the tough, corrugated polyethylene body 
resists all attempts of scraping or scarring — can be 
carried in a wet hunting coat pocket for days without 
affecting performance characteristics. 


New Transparent Body — a terrific sales feature. 
Shows the shooter the internal construction. He can 
see the quality, dependability and engineering built into 
this shotgun shell. 


New One-Piece Base Wad — an exclusive new fibre 
wad hydraulically formed, adding to high shell strength 
and facilitating the new, amazing combination of steel 
and polyethylene. 





H-Wad — a proven sales feature. For the first time in 
any hunting load the new shell uses the exclusive 
Remington polyethylene ‘‘H”’ wad. 


New “Rib-Lokt’”’ Crimp — this is the strongest crimp 


@ 
of its type ever designed for a shotgun shell. Crimp is 
designed for fine, uniform patterns. il Tf, 
OC Cm 


“Kleanbore”’ Priming — an exclusive Remington sales 
feature that will never grow old — and one that has 
proven its worth for thirty-four years. “‘Kleanbore”’ 
priming does not cause rust or corrosion in gun barrels. 


REG us pat OFF 











Washing Machine Test Body Pull Test Hunting Jacket Test Ice Test 


“Kleanbore” is Reg. U. S. Pat. Off. by and “Express”’ is a trade-mark of 
Remington Arms Company, Inc., 939 Barnum Ave., Bridgeport 2, Conn. 
Canada: 36 Queen Elizabeth Bivd., Toronto. 
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Yale Appoints Balsiger 
As Hawaiian Rep 


KAILUA, Hawaii—Henry W. Bal- 
siger, builders’ hardware expert with 
nearly a half century of experience 
in the industry, has been appointed 
contract hardware specialist for The 
Yale & Towne Manufacturing Com- 
pany in the State of Hawaii, it was 
announced by James D. Young, gen- 
eral sales manager of the Yale lock 
and hardware division. 

Balsiger first joined Yale & Towne 
in 1913 and since that time has been 
associated with the company and 
with builders’ hardware distributors 
who handle its products. At the time 
of his appointment he was serving as 
contract hardware specialist for Yale 
& Towne in California and Arizona. 

In announcing the appointment 
Young said that the “fantastic up- 
surge in the rate of heavy construc- 
tion in our newest state and its cor- 
respondingly great increase in im- 
portance as a market for building 
products, dictate the choice of a 
representative with Balsiger’s com- 
prehensive knowledge and experience 
in the builders’ hardware industry to 
service that market.” The Yale ex- 
ecutive also said that in his new post 
Balsiger would work very closely 
with American Factors, Ltd., Yale & 
Towne’s contract hardware distribu- 
tors in Hawaii. 

In the course of his association 
with Yale & Towne’s contract hard- 
ware sales force, Balsiger has served 
in nearly every state in the Western 
part of the United States. He was 
also associated with the _ builders’ 
hardware department of the Ducom- 
mun Hardware & Metals Co., con- 
tract hardware distributors of Los 
Angeles. 

Balsiger will reside with his wife, 
the former Anna J. Olson of Mis- 
soula, Mont., at 409 Kailua Road in 
Kailua, Hawaii. He will make his 
new headquarters at the same ad- 
dress. 


G.E. Promotes Mahoney 


John A. Mahoney has been named 
manager of sales planning for the 
General Electric Company’s automatic 
blanket and fan department. In his 
new position, Mahoney will be re- 
sponsible for sales planning activities 
for all the department’s products, in- 
cluding automatic blankets, fans, heat- 
ing pads, vaporizers, baby food warm- 
er, hair dryer, heaters and portable 
air coolers. He joined G.E. in 1948. 


Waring Names Sales Manager 


Appointment of Wayne B. Colvin 
as general sales manager of Waring 
Products Corporation, subsidiary of 
Dynamics Corporation of America, 
was announced. 

Colvin was manager of distributor 
sales for Paragon Electric Company 
of Two Rivers, Wis., from 1953. 
Prior to that he served as a sales 
manager for Major Appliances, Inc., 
of Milwaukee. 


Western Reps for Prizer-Ware 

Prizer-Ware, the domestic por- 
celain cast-iron cookware, has _ se- 
cured Western distribution with the 
recent appointment of three sales or- 
ganizations. Samuel E. O’Connell 
sales manager, announces these ap- 
pointments: John Ramsey, Denver, 
Colorado; Ron Marston Co., Seattle, 
Washington; and Merle A. Smith & 
Associates, Merchandise Mart, San 
Francisco. 


LePage Names Copeland 
Sales Head 


Arnold A. Copeland has been ap- 
pointed director of sales for LePage’s 
Inc., a subsidiary of The Papercraft 
Corporation, Pittsburgh. In his new 
capacity, Copeland will direct sales 
and merchandising of all LePage’s 
cellophane tapes and adhesive prod- 
ucts, as well as a new transparent 
food and household wrap. 


J. B. Sherr to Hold Two-Day Housewares Show Sept. 11-12 


SAN FRANCISCO—J. B. Sherr 
Co., local wholesale housewares firm, 
have set plans for their Fall house- 
wares and giftwares show. Named 
as the “Carou-Sell of Values,” the 
show will run Sunday and Monday, 


September 11 and 12, at the Western 
Merchandise Mart here. 

Sherr held their Spring show 
which is highlighted in the photos 
below, and which was a well-attended 


NEWS 
True Temper Adds Western Reps 








C. E. 
Niedermeier 


R. D. Wells 
Dist. Mer. 


True Temper Corporation’s hard- 
ware sales division named additions 
to its field selling organization in the 
West. The Cleveland, Ohio, firm es- 
tablished a Western district sales 
manager, R. D. Wells, to head the 
expansion of customer service. 

C. E. Niedermeier is in charge of 
the territory covering Grand Junc- 
tion, Colorado, Idaho, Montana, Ore- 
gon, Utah, Washington and Western 
Wyoming. He joined True Temper in 
February, 1960. 

Norvell Chancellor covers Arizona, 
California, Hawaii, Nevada, New 
Mexico and El Paso, Texas, for True 
Temper. 

Wells will be responsible for the 
two men in the Western district and 
for sales and servicing of accounts 
in the territory. 


Lent Joins Val-Test 


Robert R. Lent has joined the staff 
of Val-Test Distributors, a division 
of Meyer Merchandising Service, Inc., 
Chicago. For the last 12 years, Lent 
has been associated with Janney, 
Semple, Hill & Company, Minneapolis, 
as dealer development manager of 
their S&Q Hardware Store programs. 

Lent will spend most of his time 
working in the field with Val-Test 
distributors and their salesmen. Val- 
Test offices are located at 400 North 
Wells Street, Chicago 10, Illinois. 


selling show, according to Jerome 
A buf- 
fet lunch will be served on Sunday. 


Falk, Sherr sales manager. 


A luncheon will be served on Mon- 


day, plus a buffet dinner. 





BUSINESS WAS BUSY CUSTOMERS and 
reps talk it up. 


at Sherr Spring Show. 
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COFFEE BREAK was 
welcome—and more talk. 


DEALERS found show specials at- 
tractive. Chairs were welcome, too. 
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(Wholesaler Aids—Cont. from Page 45) 


SPECIAL SERVICES: Catalog service, 
Weekly calls, demonstrations, Store re- 
vision, Help with turnover handbook, 
Advertising help. 





SANTA FE SPRINGS 





on THWEST HARDWARE COMPANY, 
IN 


13837 South Carmenita Road. 
ESTABLISHED: 1912. 

PRES: K. V. Munro. 

ADV. MGR: Bill Gilmore. 
TERRITORY: Southern California. 
SPECIAL SERVICES: Store moderniza- 
tion and fixtures, Seasonal advertising 
brochures, Catalog and pricing service. 





COLORADO 





DENVER 





BANNER DISTRIBUTING COMPANY 
1431 15th Street. 

ESTABLISHED: 1941. 

PRES: Harry Levy. 

V.P: Edward Lackner. 

CHAIRMAN OF BOARD: Max Lackner. 
SALES MGR: John Anderson. 
TERRITORY: Colorado & Wyoming. 
SPECIAL SERVICES: Newspaper Ad- 
vertising Program. 

QUALITY HARDWARE, INC. 

2101 Blake Street. 

— & GEN. MGR: Harold 


er. 

SALES MGR: Earl Keilwitz. 
TERRITORY: Colorado. 

SPECIAL SERVICES: Store moderni- 
zation planning; fixtures, merchandis- 
ing, seasonal advertising brochures, 
catalog pricing services. 





GRAND JUNCTION 





THE BIGGS KURTZ COMPANY 

304 W. Main. 

ESTABLISHED: 1918. 

PRES: W. C. Kurtz. 

GEN. MGR: Clinton A. Biggs 

SALES MGR: S. C. Hoel, Jr. 
TERRITORY: Eastern Utah, Western 
Colorado, Northern New Mexico. 
SPECIAL SERVICES: Catalog, 


ir Adver- 
tising. 





NEVADA 





RENO 





J. R. BRADLEY COMPANY, INC. 
1100 E. Fourth St. (P. 0. Box 1671). 

E ST ABLISHED: 1899. 

-y 4 _& GEN. MGR: Hoyt G. Martin 
SALES MGR: L. E. Gafney. 

TE RRITORY: Nevada, So. Oregon, No 
California east of Sierra Ne vada Moun- 
tains and Lake Tahoe area. 
SPECIAL SERVICES: Catalog, Store 
Modernization Planning, Merchandise 

& Credit Council, Mobile Showroom. 
Piumbing Fixture Display, Bradley 
Plan Title I Financing. 





NEW MEXICO 





ALBUQUERQUE 





CHARLES oo COMPANY 
210 First St. N. W. 

ESTABL ISHED: 1865. 

PRE Frank A. Mapel. 

GEN. MGR: Frank M. Turner. 
SALES MGR: J. C. Wright. 
TERRITORY: New Mexico, So. 
rado, N. E. Arizona. 

SPECIAL SERVICES: “PRO” Program, 
Complete Merchandising Program for 
Dealers. 


Colo- 
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OREGON 





BAKER 





BASCHE-SAGE HARDWARE COM- 
PANY 

2101 Main Street. 

Branch (La Grande, Oregon). 
ESTABLISHED: 1875. 

PRES. & GEN. MGR: F. C. Basche. 
SALES MGR: Ray O. Hindman. 
TERRITORY: Eastern Oregon and 
Western Idaho. 

SPECIAL SERVICES: Catalog price 
service, Advertising Sales Help. 





PORTLAND 





COAST-TO-COAST STORES 

CENTRAL ORG,, INC. 

1420 N.W. Lovejoy. 

West Coast Division. 

ESTABLISHED: 1929. 

PRES: Arthur C. Melamed. 

V.P. & GEN. MGR: Russell D. Lippitt 
TERRITORY: All Midwest and West- 
ern States. 

SPECIAL SERVICES: Advertising dis- 
play, store layout modernization, com- 
plete fixtures, basic stock program, 
accounting, finance. 


GARDNER & PBEEDON CoO. 

1106 N.W. 16th St. 

PRES: Carl V. Gardner. 

TERRITORY: Oregon, Washington. 
SPECIAL SERVICES: Catalog, Special 
Sales Letters. 

HONEYMAN HARDWARE 
2202 N. W. Savier Street. 
ESTABLISHED: 1953 
PRES. & GEN. MGR: R. J. Honeyman 
SALES MGR: R. C. Honeyman 
MERCH. MGR: T. H. Miller. 
TERRITORY: Northwest Oregon, 
Southwest Washington. 

SPECIAL SERVICES: Turnover Hand- 
book, Merchandising Plan. 


NORTHERN WHOLESALE 
WARE COMPANY 

519 N. W. Park. 

Branch (Seattle, Wash.). 
ESTABLISHED: 1923. 

PRES: T. H. Dingle. 

V.P. & GEN. MGR: D. D. Foss 
SALES MGR: J. Scott. 

ADV. MGR: Ed. Ward. 
TERRITORY: Washington, 
Idaho, Alaska, Montana. 
SPECIAL SERVICES: Store moderni- 
zation planning, Fixtures, Catalog 
pricing service, Merchandising bul- 
letins, Stock control, Stores account- 
ing, Eight Buy of the Month circular 
program, Four large seasonal sale 
circular program, Associated Home 
Town Hardware stores identification 
program, Group advertising, Group 
radio and TV advertising, Group news- 
paper advertising, Window banners 
price cards, point of sale aids. 


PORTLAND SEED COMPANY 

109 S. E. Alder. 

ESTABLISHED: 1892. 

PRES: F. C. Trullinger 

V.P: John Trullinger. 

SALES MGR: John Douglas 
TERRITORY: Oregon, Washington, 
parts of Idaho. 

SPECIAL SERVICES: Retail Garden 
Supply Open House promotions. 
SPECIAL EVENTS: Portland Garden 
Supply Trade Show (September), In- 
land Garden Supply Trade Show, Spo- 
kane (October), Dealer meetings dur- 
ing Winter months, Spring Open 
House, Portland, Advertising Promo- 
tions. 


M. SELLER COMPANY 

122 S. W. Sth Avenue. 

Branches (Seattle and Spokane, Wash.) 
ESTABLISHED: 1859. 

PRES: Morton B. Phillips. 

GEN. MGR: Robert I. Brigham. 
SALES MGR: Al Kuntz. 

SALES PROM. MGR: Phil Rogers. 
TERRITORY: Oregon, Washington, 
Alaska, West. Montana, West. Idaho 
SPECIAL SERVICES: Periodic Broad- 
sides and Flyers. 


COMPANY 


HARD- 


Oregon, 





UTAH 


SALT LAKE CITY 








THE SALT LAKE HARDWARE CoO. 
105 North Third West Street. 
Branches (Boise, Idahe, and Grand 
Junction, Colorado). 

ESTABLISHED: 1889. 

PRES: Charles L. Wheeler. 

EXEC. V.P. & GEN. MGR: Howard W. 
Price. 

V.P. CHG. OF SALES: Oscar Hanson 


Jr. 

TERRITORY: (including all branches) 
E. Oregon, So. Idaho, So. West 

ng North & Eastern Nevada, 

Utah, West Colorado. 

SPECIAL SERVICES: Store moderniza- 

tion planning; fixtures, merchandising; 

seasonal advertising brochures; mobile 

showroom; catalog pricing service. 


STREVELL-PATERSON HARDWARE 
ae and MOTOR MERCANTILE Co. 
DIV. 

1401 South 6th West. 
Branch (Boise, Idaho). 
ESTABLISHED: 1873. 
PRES. & GEN. MGR: 
Walden 


EXEC. V.P: Udell J. Kuhre. 

MGR: Fred M. Moore. 

SALES MGR: Lenard R. Tranter. 
TERRITORY: Utah, So. Idaho, South- 
western Wyoming, Eastern Nevada. 
SPECIAL SERVICES: PRO hardware 
Program (Store Planning & Mdse) 5 
Seasonal Advertising Brochures. 
SPECIAL EVENTS: Sporting Goods 
Show, April or May, Major Appliance 
Shows—Various. 


Forrest S 





SEATTLE 





POLSON IMPLEMENT CO. 

625 Lander St. 

Branch (Spokane, Washington). 
Subsidiary (Portland, Oregon). 
ESTABLISHED: 1885. 

PRES. & GEN. MGR: Robert L. Kum- 
mer. 

SALES MGR: Frank A. Kuntz. 

SALES PROMOTION MGR: Howard E 
Pepke. 

TERRITORY: (including branches) 
Washington, Oregon, Idaho to Mt. 
Home, Montana to Continental Divide, 
British Columbia, Alaska, No. Cali- 
fornia. 
SPECIAL SERVICES: Loose Leaf 
Dealer Catalog; Shop; Parts Service; 
Dealer Product & Service Schools: 
Literature & Sales Aids; Coop adv. on 
some Lines. 


SEATTLE HARDWARE COMPANY 
501 ist Avenue (Box 3846 T.S.). 
Branches (See Inland Hardware Co., 
Pasco, Wash., and Seattle Steel Service, 
Seattle). 
ESTABLISHED: 1883. 
—— & GEN. MGR: 
festy. 
TERRITORY: 


Robert C. Len- 
Washington, Oregon, 
Idaho and Alaska. 

SPECIAL SERVICES: Advertising Bro- 
chures; Catalog Price Service. 





SPOKANE 





JENSEN BYRD COMPANY 

314-324 Riverside Ave. 

Branch (See Columbia Valley Hard- 
ware, Walla Walla, Washington). 
ESTABLISHED: 1883. 
PRES: Alvin L. Jensen. 
V.P: E. F. Brevet, A. W. 
D. Thompson. 

GEN. MGR. & TREAS: E. J. Morse. 
SPECIAL SERVICES: Store Moderni- 
zation planning; Physical store engi- 
neering: Fixtures; Seasonal advertis- 
ing Brochures (11 Broadside & Book- 
let Promotions); Mobile Showroom 
(Sporting Goods Truck); Catalog Pric- 
ing Service; Extensive Co-operative 
television advertising. 


Backman, E 





TACOMA 





WASHINGTON HARDWARE CoO. 
1247 Puyallup Avenue. 
ESTABLISHED: 1877. 

PRES: C. Stanley Anderson. 
SALES MGR: Allan Browne. 


(Continued on Page 58) 
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NEWS 


Toy Show Held in Portland 


PORTLAND—The 1960 Toy & Gift 
Show for West Coast S & Q Hard- 
ware Stores was held at the Con- 
gress Hotel here on July 17 and 18. 
Complete toy and gift lines were 
fully displayed. 

All S & Q dealers were supplied a 
combination illustrated catalog and 
ordering book in which they recorded 
their present inventory and estimated 
their seasonal sales on each line and 
item. This becomes a _ permanent 
stock-keeping record during the com- 
plete Christmas selling season and 
supplies the dealer with valuable in- 
formation for the next season. 

During the show dealers also had 
an opportunity to review the com- 
plete advertising material prepared 
for the 1960 Christmas selling sea- 
son. A separate 24-page catalog will 
be available and 16-page gift book, 
or dealers can combine the two books 
into a large 40-page toy and gift 
book. 


Syfrit Becomes Publisher 


Kenneth A. Syfrit, HARDWARE 
WORLD’S regional manager in Chi- 
cago, has been appointed publisher 
of Distribution Age as announced by 
G. C. Buzby, president of the Chilton 
Company, Philadelphia. 

He succeeds Robert E. McKenna 
who has published DA since 1952. 
Syfrit has also been serving as sales 
manager for DA prior to being ap- 
pointed publisher. 


Auth Opens Western Office 


LOS ANGELES — Auth Electric 
Company, Inc., has opened a new dis- 
trict office at 429 South Western 
Avenue, here, and appointed Harvey 
S. Wellman district sales manager. 

According to E. Norman Auth, ex- 
ecutive vice president, this is the 
first district office to be established 
by the Long Island City, New York, 
manufacturer on the West Coast un- 
der its current sales program. 


Sparks Joins Ramset 


LOS ANGELES—Warren Duggan 
Sparks has been named district sales 
representative in the Los Angeles 
area for Ramset Fastening System, 
it was announced by R. H. Benedict, 
Jr., sales manager. Sparks was for- 
merly branch manager for the 
Thieme Construction Supplies, Inc., 
Fontana, Cal. 


Buckner Opens New Plant 


FRESNO—Buckner Manufacturing 
Company has moved to a new $400,- 
000 plant on a 10-acre site at the 
southwest corner of Teilman and 
Nielsen Avenues, Fresno, Calif. The 
former location was at 1615 North 
Blackstone Avenue. 
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COMPARE AMES 
ROTOQ-EDGER 
with any 
other rotary 
lawn shear 


ames 


puts 
more zing in the steel... 


Turn the wheel of an Ames Roto Edger and listen to the quality shear- 
ing sound. Note the extra weight in the head for longer life and easier 
trimming. Check the exclusive shift lever on a #30 that adjusts cutting 
blade for maximum efficiency. Ames Roto Edger is reversible — can be 
used in either direction. America’s fastest selling rotary lawn shear. 


7 (e' 


{ 


No. 30 Deluxe No. 20 Universal No. 10 Standsrd 


66%4% markup — full 40% profit. 


IT’S PRESOLD ... POWERFULLY SO...IN 
Better Homes & Gardens House & Garden 
Popular Gardening House Beautiful 


Sunce 
AMES WHY NOT STOCK THE COMPLETE AMES LINE? 
1774 


Living 
Sunset 


CASUAL FURNITURE 
METAL HOUSEWARES 


- GARDEN TOOLS 


SHOVELS 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 


For Details Circle 22 on INQUIRY CARD 





Brand Names give 
you faster turnover 


What can anyone really tell you about Brand Name 
products. You know the reputations their manufacturers 
build. And you know the intense loyalty advertised 
Brand Names inspire in consumers. You see it every day. 
So why not build your business on Brand Name prod- 
ucts? They are the pre-sold, the preferred products! It’s 
just good sense to stock the Brands you know will sell. 

The Brand Name maker puts out a good, consistent 
product, which he strives constantly to improve. He is 
always first with new ideas. And his products help your 
business maintain a quality reputation. So know your 
Brand Names, and stock the Brands you know will sell. 

Enroll Now in the Brand Selling Program! B.N.F. will 
supply you each month with information, ideas, and tie- 
ins to special promotions. No charge if a B.N.F. member 
firm sponsors you. Write the Foundation for a list of 
those firms and more details. 


A Brand Name is a maker’s reputation 


LOOK FOR 





CONFIDENCE 


MEMBER OF 


BRAND, 
NAMES 


FOUNDATION, INC, 


SATISFACTION 








Brand Names Foundation, Inc. 
437 Fifth Avenue, New York 16, N. Y. 


For Details, Circle 38 on INQUIRY CARD 

















NEWS 


DAY AT RACES FOR SO. CAL. HOUSEWARES CLUB 





RECORD CROWD from the Housewares Club of Southern 
California was on hand for the 5th annual Day at the 
Races held at Hollywood Park race track recently. The 
seventh race was called the Housewares Club of Southern 
California Handicap. Winner was Bitter Feud with jockey 
Willie Shoemaker up. Shown congratulating the winner 
are (from left): Mr. and Mrs. Mort Phillips, William E. 
Phillips Co.; and Mr. and Mrs. M. A. Tenney. 


SPRINKLERS BY THE CARLOAD for Northern Cali- 
fornia arrived in San Francisco for Wagener & Swanson, 
manufacturers’ representatives. Shown in the welcoming 
committee (from left) are: Don Wagener; Don Swanson; 
Dan Costello, Western Freight Association; William Hair- 
rell, Jr., Southern Pacific City Freight Agent; and Milton 
Albin, editor of Hardware World. Melnor Industries, 
Inc., of Moonachie, N. J., is the manufacturer of the 
sprinkler line. 


Artificial Flowers—Cont. from Page 32 


vase, Mrs. Finwall attempts in her flower ar- 
rangements to match up these ‘personalities’.” 

As an example of how Mrs. Finwall’s attentions 
to this department have paid off, she reports sales 
each month tally up to $200.00 or more. 

“You just can’t tell who might be in the mar- 
ket,” she says. “Recently,” she comments, “a 
man was shopping in another area in our store 
and a particular flower arrangement caught his 
eye. He asked how much the flowers were. Think- 
ing he was interested in buying a single flower or 
two, I gave him the unit price. It turned out this 
was not what he had in mind. Rather he wanted 
to know the entire cost of the arrangement, in- 
cluding the vase in which they were shown. 

“THE SALE TOTALED $35.00, and illustrated 
to me the pulling power of attractive, thought-out 
flower arrangements.” 
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Simon Hardware 
To Open 3rd Branch 


HAYWARD, Calif.—In its fifth 
major expansion within a year, Si- 
mon Hardware Company announced 
it has completed arrangements for 
a 98,000 sq. ft., $2 million branch 
store at the Palma Ceia Shopping 
Center here. 

Construction will start early in 
1961 with completion scheduled for 
September 1961. 

The Palma Ceia branch store will 
be similar in design to Simon’s Wal- 
nut Creek branch now under con- 
struction and scheduled to open in 
November. Simon’s Palma Ceia and 
Walnut Creek branches will be the 
largest hardgoods department stores 
in the United States, according to 
management. 

The 60-year-old firm’s current ex- 
pansion program totals more than 
five million dollars. In October 1959, 
Simon’s downtown Oakland store and 
Executive Office was extensively en- 
larged and renovated. Also under 
construction at present are a three- 
level parking garage adjacent to the 
Main Store in Oakland and a 60,000 
sq. ft. warehouse in Oakland. 

A unique feature of Simon’s Palma 
Ceia branch will be a 300 foot con- 
veyor belt running the full length of 
the store between the selling floor 
and the warehouse area. Bulky and 
heavy purchases will be loaded on 
the conveyor and carried to a cus- 
tomer pickup station adjoining the 
parking lot. Shopping carts will be 
available for customer convenience, 
as the store will be designed for both 
self-service shopping and _ trained 
clerk service. Simon’s unique FBA 
charge service will be available. 

Simon’s Palma Ceia branch will 
employ approximately 100 people 
and will have an annual payroll of 
more than % million dollars. 

Started in 1900 by Benjamin Si- 
mon, grandfather of three members 
of the present top management, the 
Company has grown steadily until 
today the Main Store in Oakland 
grosses more than $7 million annu- 
ally in a variety of lines with em- 
phasis on hardgoods. 

The Palma Ceia branch will fea- 
ture machinery, automotive supplies, 
appliances, paint, electrical supplies, 
tools, sporting goods, garden mate- 
rials, heavy hardware, plumbing sup- 
plies, builders’ hardware, camping 
equipment, toys, outdoor furniture, 
housewares, jewelry, cameras, liquor, 
men’s and boys’s clothing, women’s 
apparel and a family shoe depart- 
ment. 

The 120-acre Palma Ceia Shopping 
Center is the largest on the West 
Coast and one of the three largest 
regional shopping centers in the 
United States. When the Center is 
completed, it will have approximately 
100 stores located over a _ million 
square feet of shopping area and in 
addition will provide simultaneous 
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parking for over 8000 cars. 

There are more than 400,000 peo- 
ple within 10 minutes driving time 
of the Palma Ceia Shopping Center, 
750,000 within 20 minutes driving 
radius and 1,500,000 people can reach 
the Center within 30 minutes driving 
time. 


Groo Joins Proctor-Silex 


The Proctor-Silex Corporation, an- 
nounced the appointment of Arthur 
L. Groo as sales manager for their 
Ironing Pads and Covers. He was 
formerly vice president and sales 


manager of Welmaid Products Inc. 
of Chicago and Textile Mills Com- 
pany. 


Gray Appointed Immie S.M. 


Robert B. Gray has been named 
general sales manager for the Immie 
Corporation of Rochester, N. Y. 

Gray owned and operated his own 
agency for a number of na- 
tional manufacturers. Prior to form- 
ing his own sales agency, Gray was 
associated in sales for the Reming- 
Arms Co. of Bridgeport, Conn. 


sales 
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Traditional Swedish Craftsmanship 


... iS built into every fine Shark-O-Lite 





OTHER PRODUCTS 
SANDVIK OFFERS 


BUCK SAWS 
FILES 
HAND SAWS 
PLIERS 
SCYTHES 


. +. all made : 
from the finest 
Swedish Steel! 











chisel. Blade of fine Swedish Steel 
known the world over for its keen cut- 
ting qualities and long lasting edge. 
Recommend, stock and display the 
largest selling Swedish chisel. 


Sandvik sreex inc. 


Saw & Tool Division 


1702 NEVINS ROAD, FAIR LAWN, N.J,. 


For Details Circle 23 on INQUIRY CARD 





(Wholesaler Aids—Cont. 
from Page 54) 


TERRITORY: Western and 
Washington, Alaska. 
SPECIAL SERVICES: Store display: 
Store modernization display service 
Merchandising; Catalog pricing ser 
vice. 


FREDERICK C. WOLF & SON, INC. 
2102 Pacific Avenue. 
ESTABLISHED: 1934. 
PRES: Sam Lister. 

GEN. MGR. & SALES MGR 
Hanson 

TERRITORY: Washington, 
Oregon, Idaho and Alaska 
SPECIAL SERVICES: Seasonal Adve: 
tising brochures. 


Eastern 


Harvey € 


Northern 





WALLA WALLA 





AMERY & SONS, INC. 

1011-1017 No. Ninth St. 
ESTABLISHED: 1882. 

PRES. & GEN. MGR: Ernest Amery 
V.P: D. E. Amery. 

SECY. & TREAS: B. W. Amery 
SALES MGR: Don Amery 
TERRITORY: Eastern Washington, 
Eastern Oregon and parts of Idaho 
SPECIAL SERVICES: Furnish dealer 
catalog and manufacturer's sales aids; 
Do field work for dealers; Hold “prod- 
uct knowledge” meetings with dealers; 
Product advertising. 





YAKIMA 





YAKIMA HARDWARE COMPANY 

230 South First Street. 
ESTABLISHED: 1881. 

PRES: Donald W. Sinclair. 

GEN. MGR: Richard A. Marble 
SALES MGR: Boyd Hamper. 

SALES PROMOTION MGR: S. B. White 
TERRITORY: Central Washington, No. 
Central Oregon. 

SPECIAL SERVICES: Catalog; Pricing 
Service; Broadsides. 


NEWS 





Stanley 
Names Western 
Regional Mgr. 


John M. 
Beyers 


BELMONT, Calif—John M. Bey- 
ers has been appointed Western re- 
gional manager for Stanley Electric 
Tools, division of The Stanley Works, 
New Britain, Conn. Beyers joined 
Stanley in 1940. He was recently 
sales representative in the Rocky 
Mountain territory. Beyers is a mem- 
ber of the Heart of America Hard- 
ware Club, Kansas City, and the 
Mountain States Hardware Club of 
Denver. 


Krylon Names Kjos NW Rep 


SEATTLE—Krylon, Inc., announces 
the appointment of Swan O. Kjos as 
hardware, paint and art supply sales 
representative. Swan Kjos, 3085 30th 
Avenue, N. E., Seattle, Wash., will 
represent Krylon spray products to 
the hardware, paint and art supply 
trades in the states of Washington 
and Oregon. 








EVERYBODY picks a Horton Water Cooler 


—it's America’s fastest-moving faverite! 
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Miners, construction workers, lumbermen, utility men, sportsmen—they’re 
all demanding this better-built cooler. Rugged, heavy gauge steel construction. 
Riveted handles. Styrofoam or dead-air insulation. Chrome-plated recessed 
spigot. Purolining, non-toxic inner coating. 142 gal. to 25 gal. models. Indi- 
vidual cartons. Truck mounting rack available. Horton Coolers are packed 


HORTON 


WATER COOLERS 


with features that sell! 


See your wholesaler, or write: 


HORTON EQUIPMENT COMPANY 
P, O. Box 2611, Houston, Texas 
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10th Pacific Northwest 
Garden Supply Show Sept. 27-28 


PORTLAND — “Profit Cireus for 
1961” is the theme of the 10th An- 
nual Pacific Northwest Garden Sup- 
ply Trade Show to be held at the 
Masonic Temple here, September 27- 
28, 1960. Sponsor of the event is the 
Oregon Feed & Seed Dealers Asso- 
ciation. According to Russ Hays, 
manager of the association, the trade 
show committee is making plans to 
entertain some 2200 garden supply 
dealers from throughout the states 
of Oregon, Washington, Idaho, Mon- 
tana, Utah, California and Canada. 

From all indications, the show will 
be a sell-out. Exhibits will run to 
108 booths. Show decorations will 
carry the circus theme and exhibi- 
tors are expected to help carry it out 
in their various booths. A _ typical 
carnival straw hat will be issued to 
each exhibitor. 

It was announced by the associa- 
tion that the merchandising clinic 
speaker for the program will be Wil- 
liam Lane of Sunset magazine. Lane 
is well known in the field of garden 
supply merchandising. 


Baker and Hamilton 
Presents "Bakerama”™ 


SAN FRANCISCO—“Bakerama,” 
an annual China, Glass and House- 
wares show, will be presented on Au- 
gust 7-10 by Baker & Hamilton here. 
The event will be held in the San 
Francisco headquarters. 

It is expected that 20 manufactur- 
ers will have displays of their Fall 
program including promotions and 
specials. They will also have informa- 
tion about advertising allowances and 
other activities to offer dealers who 
attend the show. Door prizes will be 
made available to those who attend. 


Lochner Joins Ben-Hur Mfg. 


MENLO PARK, Calif. — Howard 
Lochner has joined the Hen-Hur Mfg. 
Co., freezer manufacturer, as a dis- 
trict sales manager. 

The new district manager’s territory 
will be Northern California and West- 
ern Nevada. In the appliance field for 
more than 13 years, Lochner was 
formerly field Sales Manager for 
H. R. Basford Co., San Francisco, a 
wholesale appliance distributor. 


Oxwall Names Merians V.P. 


Oxwall Tool Co., Ltd., announced 
the appointment of Mel Merians as 
executive vice president. Merians has 
most recently been vice president in 
charge of sales, and prior to that 
served as sales manager. With his 
new appointment, Merians will con- 
tinue to direct sales and will assume 
responsibilities in policy making and 
broader aspects of company manage- 
ment. 
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NEWS 
H-C AIMS DEALER PROMOTION 





THREE MEN AND A “PODNER” 
are setting the theme for Hamilton 
Cosco, Inc.’s “Big Sales Roundup” to 
take place this fall. Irv Lange, 
Western sales manager (at left), and 
Warren Pringle, Eastern sales man- 
ager, watch Tom Henderson, vice 
president of sales, light up the theme 
man. Hamilton Cosco is celebrating 
its 25th anniversary this year. The 
new promotion is said to be the larg- 
est ever undertaken by the company. 
Some 20,000 dealers, plus distribu- 
tors, are expected to take part. Prizes 
will be awarded to both dealers and 
distributors who participate. Adver- 
tising aids, merchandising kits and 
promotional materials are available 
to tie-in with the sales program. 


CRHA Golf Day Set 

SAN FRANCISCO—California Re- 
tail Hardware Association has set 
the date for its annual “Tee Party” 
for all industry people. According to 
Krueger Jacobsen, managing director 
of the association, the golf meet will 


Mrs. Frank Lloyd Wright 
Featured Market Program 


SAN FRANCISCO — Olgivanna 
Lloyd Wright, widow of the world- 
famous architect Frank Lloyd 
Wright, spoke as a guest of the Mart 
and the National Home Fashions 
League, Northern California Chapter 
at a Market Luncheon on July 27. 

A brilliant speaker and personality 
in her own right, Mrs. Wright dis- 
cussed the impact of her controver- 
sial husband on modern architecture 
and design. This was part of Sum- 
mer Market at.the Western Merchan- 
dise Mart July 24-29. 


Dealer Puts Hat in Ring 


HEBER CITY, Utah—John A. An- 
derson, past president of the Inter- 
mountain Association of Hardware & 
Implement Dealers, is a candidate 
for Fifth District state senator on 
the Republican ticket. 

Anderson is owner of Heber Hard- 
ware. He has served two terms as 
Heber City councilman and county 
commissioner. He is also active in 
other service organizations here. 


National Hardware Show 
Set for October 10-14 

“Preview to Profits” will be the 
theme of the 15th annual National 
Hardware Show to be held October 
10-14 at the Coliseum in New York. 


Get profitable share 
of market for 
natural wood finishes 


Former Clark 
Dist. Sales 
Mgr. Now 


Western Rep. 
Arnold G. 
Isaacson 


SAN MATEO, Calif.—Arnold G. 
Isaacson has resigned his position as 
eastern district sales manager for 
the J. R. Clark Company, Reading, 
Pa. He will become a manufacturers’ 
representative with headquarters 
here. Isaacson will represent Rid-Jid 
products in Northern California, 
Washington and Oregon. He had been 
with Clark for six years. Previously 
he was with the E. L. Bruce Com- 
pany. 


A record 45,327 attended last year’s 
show. According to Frank M. 
Yeager, show director, for the fifth 
consecutive year the show will oc- 
cupy every square inch of the Colli- 
seum’s more than 300,000 square feet 
of display space. Buyers may regis- 
ter in advance by writing to National 
Hardware Show, Suite 1103, 331 Mad- 
ison Ave., N. Y. 17. 


STOCK THESE 
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FAST-MOVING ITEMS 


take place at Sequoyah Country Club Both professionals and do-it-yourselfers are dis- 


in Oakland, September 20. Dinner 
and entertainment will follow the 
golfing. Two divisions have been set 
up. Retailers will play in one divi- 
sion and suppliers in the other. 
Three flights are in each division. 
Trophies will be awarded to winners, 
plus the award of the _ perpetual 
trophy. Some 85 golfers were on 
hand last year and an even greater 
number is expected for this year’s 
meet. Golf and dinner tickets are 


covering anew the beauty and charm of wood, 
creating a growing demand for the exceptionally 
tough, yet satiny smooth finish Flecto gives on 


counters, doors, paneling, garden and indoor fur- 


niture... dozens of other uses. 


© Sunset ads pre-sell your customers @ Color- 
ful label suggests uses, gives instructions @ 
Demonstration panel (8” x 16”) shows beauty 
of Flecto 600 and 601 © Helpful literature for 


available separately and can be ob- 
tained from CRHA office, 122 Ninth 
St. Tee-off time will be from 9 to 1. 
Dinner is scheduled for 7 p.m. 


handouts and direct mail— all help you sell. 


Sold by 2000 Western dealers. Low inventory re- 
quirement and fast turnover make Flecto a real 
profit builder. Order from your distributor today, or 
write us. 


Wyoming Hdw. Plans Show 

CASPER, Wyo.—Plans are being 
completed for Wyoming Hardware 
Company’s second Housewares, Gifts 
and Sporting Goods Show. The show 
is set for September 24-25 in the 
VFW Hall here. Dealers from a ra- 
dius of 300 miles are expected to 
turn out. 


THE FLECTO CO., INC. 
Dept. H, 805 Aliston Way, Berkeley 10, Calif. 
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Vichek Promotes Execs 


According to the announcement by 
E. C. Koster, president of Vichek 
Tool Company, Cleveland, Ohio, key 
executives have been advanced in 
recognition of achievement and long 
service in the company. 

Lloyd Storie has been appointed 
Executive Vice President. Storie’s 
responsibilities emphasize Marketing. 

Ed Krall, for 27 years the com- 
pany’s sales manager, has been ap- 
pointed vice president and general 
sales manager. Ed Krall is known 
and respected all over the country as 
one of the industry’s best informed 
marketing executives. 


New Officers at E Z Paintr 


John L. Touchett, sales manager 
of E Z Paintr’s Black Panther Tool 
Company, a subsidiary of the parent 
company, has been elected a director 
of E Z Paintr Corporation, to fill the 
board seat left vacant by the death 
of his father, V. T. Touchett. 

Arnold W. Brumn, vice president 
in charge of sales, has been elected 
first vice president of the parent 
company and will function in this 
newer capacity as well as retaining 
his responsibilities as chief sales ex- 
ecutive. 


your biggest 
profit line 


-your fastest 
selling line 
of 


UNION, N. J., U.S.A. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


Aug. 14-17 PORTLAND GIFT SHOW, Portland Public Auditorium 
and Plaza Hotel, Portland, Ore. (Kay Leber, Managing 
Director, Western Merchandise Exhibitors, Inc., 1355 Mar- 
ket St., San Francisco 3, Calif.) 


. 21-24 SEATTLE GIFT SHOW, New National Guard Armory, 
Olympic and New Washington Hotels and Terminal Sales 
Building, Seattle, Wash. (Kay Leber, Managing Director, 
Western Merchandise Exhibitors, Inc., 1855 Market St., 
San Francisco 8, Calif.) 


. 28-30 SPOKANE GIFT SHOW, Davenport Hotel, Spokane, 
Wash. (Kay Leber, Managing Director, Western Exhibi- 
tors, Inc., 1355 Managing Director, Western Exhibitors, 
Inc., 1855 Market St., San Francisco, Calif.) 


ALLIED GIFT & JEWELRY FALL SHOW, Hotel Adol- 
phus, Dallas, Texas. (Allied Exhibitors, Inc., 3832 Wil- 
shire Blvd., Los Angeles 5, Calif.) 


MARKET DAYS, Dallas Trade Mart and Dallas Home- 
furnishings Mart, 2100 Stemmons Freeway, Dallas, 
Texas. 


32ND DENVER GIFT & JEWELRY FALL SHOW, 
Hotel Albany, Denver, Colo. (Trade Shows Ltd., 3510 
Council St., Los Angeles 4, Calif.) 


PHOENIX GIFT & JEWELRY SHOW, Hotel Westward 
Ho, Phoenix, Ariz. (Trade Shows Ltd., 3510 Council St., 
Los Angeles 4, Calif.) 


1960 CONVENTION-EXPOSITION OF ASAHC & 
NBHA, Hotel Sherman, Chicago, Ill. (Sponsored by the 
American Society of Architectural Hardware Consul- 
tants and National Builders Hardware Club. 


10th ANNUAL PACIFIC NORTHWEST GARDEN SUP- 
PLY SHOW, Masonic Temple, Portland, Ore. (Oregon 
Feed & Seed Dealers Association, Russ Hays, Lewis 
Building, Portland 4, Ore.) 


NATIONAL HARDWARE SHOW, Coliseum, New York 
City, N. Y. (Frank Yeager, Managing Director, 331 
Madison Ave., New York, N. Y.) 


AMERICAN HARDWARE MANUFACTURERS ASSO- 
CIATION CONVENTION, Dennis and Shelburne Hotels, 
Atlantic City, N. J. (Arthur L. Flaubel, 342 Madison Ave., 
New York 17, N. Y.) 


NATIONAL WHOLESALE HARDWARE ASSOCIA- 
TION CONVENTION, Dennis and Shelburne Hotels, At- 
lantic City, N. J. (Thomas A. Fernley, 1900 Arch St., 
Philadelphia, Pa.) 


MIDWEST HARDWARE & HOUSEWARES SHOW, 
Navy Pier, Chicago, Ill. (William B. Moody, sponsored 
by Retail Hardware Associations of Michigan, Indiana 
and Illinois.) 


NATIONAL PAINT, VARNISH & LACQUER ASSOCI- 
ATION, INC., 78rd annual meeting, Drake Hotel, Chi- 
cago, Ill. (NPVLA, 1500 Rhode Island Ave. N. W., Wash- 
ington 5, D. C.) 


MID-AMERICA LAWN, GARDEN & OUTDOOR LIV- 
ING TRADE SHOW, Navy Pier, Chicago, Ill. (Frank M. 
Yeager, managing director, 331 Madison Ave., New York, 
N. b 


For additional information about the conventions and shows listed above 
and others not listed in this issue, write to HARDWARE WORLD Service 
Bureau. 
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FALL SALE is Blockbuster mer- 
chandising circular with 60 items il- 
lustrated. Seven items are under the 
private label of PRO hardware 
group. “Proven” is the label used by 
the group. Unusual buys on well- 
known wanted items give the circu- 
lar pulling power. Circular has eight 
pages. A special four-page circular 
without housewares items is avail- 
able for building material stores.— 
Pro Hardware, Inc. 
For Details Circle 169 on INQUIRY CARD 
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Slaymaker offers * | 
FREE RACK 


to display locks in 


% 
SEH 
# See-Packed Locks Outsell Others as mcg as ns to 1 
Whether you use the free wire rack or display the 


locks on pegboard, counter or bin, you'll enjoy the 
extra profit you make with Slaymaker padlocks in 





COMPACT MERCHANDISER is de- 
signed for impulse sales. Four re- 
volving-shelf floor display presents 
12 square feet of shelf space in less 
than four square feet. Each shelf re- 
volves individually. Rack holds 192 
16-0z. aerosol cans of paint. Display 
stand is 58 inches high. Top has col- 
orful four-sided revolving billboard 
printed in fluorescent colors. Also 
featured are actual color chips of 
paint.—Krylon, Inc. 
For Details Circle 171 on INQUIRY CARD 


MERCHANDISING AIDS 


POINT-OF-PURCHASE display pro- 
motion features series of floor and 
counter merchandisers. Promotion 
runs from September 1 to November 
30. Items on displays are offered at 
special prices and discounts. Included 
are free goods in both series of dis- 
plays. Point-of-purchase display pro- 
motion one of largest ever run by 
company. Mark-up runs from 81 to 
83 per cent.—Red Devil Tools 
For Details Circle 170 on INQUIRY CARD 





Hardware and Hobbies — 
a fine “PROFIT -TEAM’ 


Add hobbies to hardware and you build traffic, 
build sales, build profits. Entrance into the hobby 
field is easy for hardware retailers in California, 
Oregon and Washington. You have access to the 
West’s most extensive line of pre-sold, brand- 
name model and hobby merchandise, plus mer- 
chandising aids, and counsel based on 23 years’ 
specialized experience. Write for information, or 
ask to have a representative call on you. 


the dramatic See-Pack. Ask your jobber, or write . 
% SLAYMAKER LOCK CO. e LANCASTER, PA, 
World's Largest Producer of Brass Padlocks ‘ 
et ft tt ft tt tt heh a lh 
For Details Circle 27 on INQUIRY CARD 


Distributor of Hobby Supplies 
Wholesale only 


SAN FRANCISCO 10, CALIFORNIA 


D.N. Mallory 


598 POTRERO AVENUE, 


> so st 
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NEW PRODUCTS 





LIGHTWEIGHT pipe wrench is ap- 
proximately 60 per cent lighter than 
steel. Available in six sizes with 
steel or non-spark jaws. — Schick 
Products, Inc. 

For Details Circle 139 on INQUIRY CARD 


HIGH SPEED BAND SAW BLADES 


Steel band saw blades for fast cutting 
at high speed are available in new line. 
Three tooth designs are_ included. 
Standard tooth for wide variety of 
material thickness. Skip tooth has 
widely spaced teeth and large gullet 
capacity for fast chip removal. 
“Gored” tooth has positive rake tooth 
design for production cutting on 
heavy sections. Blades will stand 
1100° without softening. — Clemson 
Bros., Ine. 
For Details Circle 150 on INQUIRY CARD 


DON’T SHOOT! 
It’s a Decoy... 


 paleienerieienetioniemetension! 


| Stock and Sell 
The Complete Line 
of Victor Decoys 


y 


No. D-10. Victor Majestic Standard. 
Life-size Tenite Plastic. Seven species. 


ECONOMY home workshop has ad- 
vantages of a radial-arm power tool. 
For budget-conscious craftsmen, 
Model 925 “E” features totally en- 
closed motor, “cam-type” safety key 
switch which actuates in any direc- 
tion and can be removed when power 
is shut off and dual arbor motor 
shaft.—DeWalt, Inc. 
For Details Circle 140 on INQUIRY CARD 


RUGGED ICE CHEST 

Galvanized steel ice chest is made for 
sportmen and others who want an ex- 
tra durable portable chest. Weighing 
1l-pounds, the chest is 18% x 13 x 
10% inches. Completely insulated and 
lined. Handy drain on one end.—Igloo 
Corp. 

For Details Circle 152 on INQUIRY CARD 


“it's the NEW 
more-realistic-than-ever 


INSECT BOMB is a_ Trustworthy 
trade item at a competitive price. 
Eye-catching label of blue and yel- 
low.—Liberty Distributors 

For Details Circle 141 on INQUIRY CARD 


COCKTAIL NAPKINS and match 
folders called “Ink Blot Napkins for 
the Intellectual Drinker.” Six de- 
signs and six colors.—Great Ideas 
For Details Circle 142 on INQUIRY CARD 


Wait ’til you and your customers see the new 

No. D-2 Victor Premier duck decoy. It’s 

been completely redesigned with a higher 

silhouette and modern Satode body realism. 

The Victor D-2 has always been popular and 

this year it should really lead the sales 

parade. Made of molded fiber; pre-balanced 

and waterproof. Mallard has head and wings 

ainted with iridescent paint. Six species: 

c —_— o_o + Pintail, Red Head, E: 

Yanvasback, Blue Bill. 1- 
Also No. D-3 Victor Magnum. Slightly mu LTIKOLOR in serosol can s how 

larger than D-2. Nine species. tet texture gee ename whe 

gives two or more colors in one ap- 
Stock Early— Order from Your Wholesaler eee x 
Also: No. D-12 Victor Deluxe Canada plication.—United Lacquer Manufac 


Goose; Ne. D-F Victor Ovt. j ANIMAL TRAP COMPANY OF AMERICA turing Corp. 


Be ee ee ee es ee ee ee ee ee ee ee ee Lititz, Po. © Pascagoula, Miss. ¢ Niagara Falls, Ontario For Details Circle 143 on INQUIRY CARD 
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No. D-95. Victor Majestic Long-Life. 
Polyethylene Plastic. Three species. 


No. D-5 Victor Canada Goose. Authen- 
tic molded fiber decoy. Upright and | 
feeder type heads. Also Snow Goose and 

Blue Goose. | 
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PLASTIC SHOTGUN SHELLS have 
polyethylene bodies. All-weather 
shells above went through washing 
machine. Paper shells broke down, 
plastic were usable.— Remington 
Arms Company, Ine. 

For Details Circle 256 on INQUIRY CARD 


Lo “ 
GOLF CLUB “BREAKS” with in- 
correct swing. Hinged club acts as 
regular club with proper swing. 
Available in woods and iron. Said to 
take 10 strokes of score.—Provate 
Pro Company 
For Details Circle 259 on INQUIRY CARD 
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LANTERN KIT has 84-inch high 
lantern and 16 ounces of odorless 
fuel. Lantern burns 15 hours and 
extinguishes itself when tipped over. 
Use fuel as fire starter, also.—R. E. 
Dietz Company 

For Details Circle 257 on INQUIRY CARD 


FOULWEATHER CLOTHING is 
lightweight Nylon. Waterproof and 
windproof two-piece suits resist oil 
and grease. Colors are International 
Orange or Air Force Blue.—Hodg- 
man Rubber Company 

For Details Circle 260 on INQUIRY CARD 


COMBINATION continuity tester 
and flashlight for boatmen and 
others. Jack plugs in flashlight end. 
Clips make positive contact. Flash- 
light lights when circuit is complete. 
—Ray-O-Vac Co. 

For Details Circle 258 on INQUIRY CARD 
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MOISTURE PROTECTION for 
sporting goods. “Dry” moisture pel- 
lets collect humidity to stop rust, 
mildew and corrosion. Can be used 
to dry out wet boots or waders. 
Merix Chemical Company 

For Details Circle 261 on INQUIRY CARD 
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WESTERN REPS FOR TRUE TEMPER 
FISHING TACKLE SALES DIVISION 


A major expansion and reorganization in True Temper 
Corporation’s fishing tackle sales division has been an- 
nounced by sales vice president R. R. Raymond. 

The division has developed a 23-man field force under 
the direction of sales manager A. H. “Doc” Egger for 
better service to customers. Western representative firms 
who will handle True Temper, Ocean City and Montague 
brands of fishing tackle for the Cleveland, Ohio, Company 
are Gillard-Sneyd-Chase Co. in the Pacific Northwest 
and Stan Phillips and Associates for other parts of the 
West. 

Gillard-Sneyd-Chase Co. manufacturers’ representa- 
tives of Bellevue, Wash., has been appointed to cover 
Washington, Oregon, Idaho, Montana and Wyoming. The 
firm was founded in 1957. Jim Gillard was previously as- 
sociated with McCune-Merifield Co. out of Seattle. Don 
Sneyd was formerly with McCubbin Co. as Northwest 
manager. Bill Chase was a representative with Phil B. 
Berkart Co., San Francisco before joining his associates 
in forming the company. 

Stan Phillips and Associates of San Mateo, Calif., will 
cover the states of California, Colorado, Arizona, New 
Mexico, Utah, Nevada, Hawaii and El Paso, Texas. 

Stan Phillips created his organization in 1958. He was 
formerly sales manager and vice president for McCune- 
Merifield Co., and a partner in McCune-Phillips. 

Chet Ryan was previously with Baker & Hamilton of 
San Francisco as a tackle specialty salesman. Bill Black- 
burn was a wholesaler salesman for seven years before 
joining Phillips. Art Moran has 10 years of experience, 
with five of those years as salesman for a sporting goods 
manufacturer. A. C. “Kam” Kaemmerer has 10 years of 
association with Phillips and has been a buyer for a re- 
tail store. Don Lee was previously in wholesale selling. 
Lee Hamblin has 14-years of experience with seven years 
as wholesale salesman and three years as owner of a re- 
tail sporting goods store. 


Gillard-Sneyd-Chase in NW 


Jim Gillard Don Sneyd Bill Chase 


Stan Phillips in 
7 Western States 


Stan Phillips 


A. C. Kaemmerer Don Hamblin 





SPORTS NEW PRODUCTS——— 


SIX PASSENGERS can be taken in 
this roomy runabout. Big 16-foot fi- 
berglass boat has steering wheel, 
windshield and running lights.——Am.- 
phibious Boats, Inc. 

For Details Circle 262 on INQUIRY CARD 
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RELOADING PRESS for shotgun 
shells. Each stroke does six opera- 
tions. Will turn out six shells per 
minute. Grand American press uses 
inside pressure to seat primer.— 
Lyman Gun Sight Corp. 

For Details Circle 263 on INQUIRY CARD 


SQUEEZE TUBE gun grease pro- 
tects guns in storage. Can be used 
on fishing reels and other metal parts 
for rust protection. Grease neutral- 
izes acid conditions on metal.— 
Frank A. Heppe, Inc. 

For Details Circle 264 on INQUIRY CARD 
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TWO SPOOLS are interchangeable in 
this “Spin-Tacular” reel. Extra spool 
is included with spool case and cloth 
bag. Reel is corrosion-resistant black 
finish.—Lafayette Products Sales Cor- 
poration 

For Details Circle 151 on INQUIRY CARD 


Sportsman 


PORTABLE FISHING LIGHT has 
well-diffused floodlight. Light is con- 
verted to spotlight by turning swivel 
head. Switch is in fold-away handle. 
Lantern uses No. 918 lantern bat- 
tery.—Ray-O-Vac Company 

For Details Circle 268 on INQUIRY CARD 


FOR JIG FISHERMEN is this “Bot- 
tom Bumber” lure. Said not to hang 
up on snags or stones. Jig slides 
over obstructions. Lure is either eel 
or worm. Hook will take live bait.— 
Fred Arbogast Company, Inc. 

For Details Circle 269 on INQUIRY CARD 
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RETAIL MERCHANDISERS’ 
CLUB BULLETIN from Remington 
Peters of Remington Arms Com- 
pany, Inc. Four-page brochure in 
two-color has illustrations and de- 
scriptions of new guns, ammunition 
and merchandising aids. Informative 
bulletin gives tips on serving and 
selling the sportsmen shoppers. Bul- 
letin is punched for three-ring 
binder. 

For Details Circle 271 on INQUIRY CARD 

FALL CATALOG of outdoor cloth- 
ing and equipment for hunting, fish- 
ing and marine items from Red Head 
Brand division of Brunswick Corpo- 
ration. Included is a new line of 
hunting boots. Complete lines of 
hunting coats, pants, caps, pistol hol- 
sters, gun covers and game bags are 
described in the new catalog. 

For Details Circle 272 on INQUIRY CARD 

“CATCH MORE FISH” is 28-page 
booklet issued by Fred Arbogast 
Company, Inc. Information explains 
how to fish with the 30 “Bait of 
Champions” lures which are _illus- 
trated in full color. The booklet tells 
the design of each lure and its ac- 
tion. Recommendations for each lure 
are explained as to how they work 
best and where to use in deep or 
shallow fishing areas. Information is 
also given on Arbogast’s new 16mm. 
sound color motion picture, “Boy 
Meets Bass.” The film is available 


free for showing to sports clubs, 
sales and business organizations and 
other gatherings. 


For Details Circle 273 ca INQUIRY CARD 

KARTING ENGINES. specifica- 
tions are described in four-page bro- 
chure with 12 illustrations. Published 
by Tecumseh Products Company, the 
brochure has four recommended en- 
gines with charts showing horse- 
power, torque curves, mounting 
brackets, special carburetors and 
other accessories that are available 
for the line of two-cycle engines. 

For Details Circle 274 on INQUIRY CARD 

SMALL BOAT ACCESSORIES are 
illustrated and described in full-color 
catalog from N. A. Taylor Co., Inc., 
Gloversville, N. Y. Convertible tops 
for outboard runabouts, windshields, 
wing brackets, boat covers, motor 
covers and many more items are in- 
cluded in this 24-page catalog. Re- 
tail prices are given as well as per- 
tinent data on sizes and materials 
used. Accessories include wiring 
kits for boat lights, windshield wip- 
ers, boarding ladders, pennants and 
flags and mooring buoys and floats. 

For Details Circle 275 on INQUIRY CARD 

COMPLETE FIREARMS CATA- 
LOG from Savage Arms Corpora- 
tion, Chicopee Falls, Mass. Savage, 
Stevens and Fox guns are fully illus- 
trated and described in 28 pages. 
High-powered rifles, shotguns, pis- 
tols, ammunition, cleaning prepara- 
tions and accessories are enclosed. 
One page is devoted to firearm ter- 
minology as used by Savage. 
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SPORTS FREE LITERATURE— 





TENT AND SLEEPING BAG 
CATALOG PAGES from H. Wenzel 
Tent & Duck Company are available. 
Bound in a file folder type cover, a 
brief description of the company, 
camping tents, sleeping bags, boat 
covers and accessories is given. All 
pages are printed in full color with 
realistic camping scenery designed 
for consumer sales in addition to 
wholesaler and dealer use. 
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SPINCASTING FOR BASS is 
four-page brochure offered by Lang- 
ley Corporation. Eddie Wood, former 
national casting champion, authored 
the brochure. He is also a member 
of the Fishing Hall of Fame. Dia- 
grams on how to tie the Improved 
Clinch Knot and the Double Water 
Loop are included in the folder. This 
is the second of the series on spin- 
fishing. “Spinfishing the Surf,” No. 1, 
is still available. 

For Details Circle 278 on INQUIRY CARD 


MARINE LAMPS AND ACCES- 
SORIES CATALOG from K-S Ma- 
rine Products, Inc., has 18 pages of 
lights, horns, mirrors and rod _ hold- 
ers. One page has new running light 
requirements for inland waters and 
high seas for inboards, outboards, 
sail and sail auxiliary. Repair and 
service parts for switches, sockets, 
connectors and light bulbs are given 
in detail. 

For Details Circle 279 on INQUIRY CARD 


CAMP WATER HEATER CATA- 
LOG SHEET describes new portable 
water heater, “Camp-Hot” from The 
Littleplay Company, Parkridge, IIl. 
Steel frame holds snap-on vinyl- 
coated Nylon bag. Rubber hoses are 
attached to bag and copper heating 
coil. Coil is placed in fire for heating 
water automatically. Four gallon ca- 
pacity gives continuous hot water 
for camping. Unit folds away when 
not in use. 

For Details Circle 280 on INQUIRY CARD 


1960 FAMOUS SLUGGER YEAR- 
BOOK is ready reference for major 
and minor league batting statistics, 
World Series data, photographs of 
sluggers and historical highlights. 
Also included is an article, “Base 
Hitting” by Nelson Fox.—Hillerich 
and Bradsby Company 
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SILVER LAKE 


<n we Py, 
" Guaranteed by > 
Good Housekeeping 
Sor 45 aovennise ass 


The quality clothes lines 
and cords of many uses 


SILVER LAKE CO. 
Established 1858 Boston 10, Mass 


The first manufacturers of 


braided cord in America 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. Every 
care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 52 
further 
about advertisement. 


when desiring information 


A 
Aladdin Laboratories, Ine. 
OG. Ames Company 
Animal Trap Co. of America 


Atkins Saw Div., Borg-Warner Corp 


Cc 
Campbell Chain Co. ; 14 
Cleveland Mills Co. (1) .-Front Cover 
Colorado Fuel & Iron Corp. ee 8 
Crescent Tool] Co. /, ; 4 


The Flectro Co., 
Fuller Tool Co. 


G 
General Steel Warehouse 


Gleason Corp 


H 
Hamilton Cosco, Ine. ‘ 
Hillerich & Bradsby Co. 
Holt Manufacturing Co 
Horton Equipment Co 


M 
D. N. Mallory - . 61 
Marshalitown Trowel Co. . . 2 
Robert E. Miller & Co., Inc. 68 


Mirro Aluminum Co. ...Third Cover 


N 


National Hardware Show ...... 19 
National Screw & Mfg. Co.......Second Cover 
Nicholson File Co. .......... 21 


Ox Fibre Brush Co., 


4 


Peters Cartridge Div., Remington 
Arms Co. (13) 


Red Devil Tools 
Remington Arms Co., Ine. 


Ss 
Samson Cordage Works .......... 
Sandvik Steel, Inc., Saw & Tool Div 
Sequatchie Handle Works, Inc. 
Slaymaker Lock Co. 


U 
United States Steel Products Div., 
). S. Steel Corp 


Val-A Company 


Warp Bros. (37) Back Cover 
Wells Manufacturing Corp. mS 9 
Wilshire Manufacturing Co. ........ 43 





HARDWARE WORLD 





DEER and HUNTERS LOVE 


DLE CGOW 


A natural scent, heat-activated bya JON-E Warmer, 
lures deer to hunters . . . hunters to your store! 
HOW IT WORKS. Saturate pad in metal CLIP 

with Deer-Coy and snap CLIP onto JON-E 
WARMER. Carry when stalking deer or place 

nearby while on a stand. The heating of this 

natural scent simulates nature’s way of warming 

the deer’s musk glands to give off a deer- 
alluring odor. 

NOTE: Because DEER-COY is made from actual 

deer musk glands, from the preceding year’s deer 

kill, the Pry, is limited. Order from your 
jobber TODA 

PACKED 6 a and 6 CLIPS to 4-color 
attractive display card illustrated above. 

Rottle of DEER-COY plus CLIP, list 

Extra DEER-COY bottles list @ $1.95 ea., Clips @ 50c ea. 
MFG, ONLY BY ALADDIN LABS. INC., 620 S. 8th ST., MINNEAPOLIS, MINNESOTA 
For Details Circle 32 on INQUIRY CARD 
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Western Wholesalers’ Directory 


includes general line and major 
specialty wholesalers serving 
hardware retailers in the 13 West- 
ern States. This |6-page annual 
directory gives valuable informa- 
tion about executives, buyers, ter- 
ritory served, types of merchan- 
dise handled, special sample dis- 
play rooms, special salesmen and 
special services offered. Price 


$2.00. Send check to 


HARDWARE WORLD SERVICE BUREAU 
1355 Market Street, San Francisco 3, Calif. 
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| 


Multiply 
your rental 


prospects 

Ww 
Holt 
JW12 





Here’s a new rental machine that does the work of 2 for the price of 1. 
Converts from floor maintenance work to rug scrubber in only 3 minutes 
-+- greatly increases rental possibilities. The JW12 rents for 


© Floor polishing, waxing, buffing, scrubbing, steel wooling 
@ Rug and Carpet shampooing 


All these uses give you prospects for sales of wax, floor stain, steel wool, 
shampoo, and many other items. 


Conversion from polisher to scrub- 
ber is quick, easy job—you or customer 
can do in 3 minutes. Yet, the new multi- 
purpose Holt JW12, with tank, shampoo 
brush and ail other attachments, -actu- 
ally costs less than competitive, one- 
purpose scrubbers. Makes big hit with 
customers (especially women) because 
it handles easily, stows between car 
seats, gives floors, rugs and carpets 
air of professional care. For full story 
on this easy-to-rent Holt JW12, mail 
coupon now. 

SALES AND SERVICE CENTERS IN MAJOR CITIES. 


) a Ce MANUFACTURING CO. 


BETTER FLOOR MACHINES 
669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Attachment for adjusting 
brush to deep pile 
of rugs and carpets. 


30 


MORE THAN 30 YEARS 


| HOLT MFG. CO. Dept. K-8 


| 669 - 20th St., 


| 


Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Please send me details on Holt JW12 for rental use. 


NAME POSITION 





FIRM. 





ADDRESS. 








SALESMEN 
Wholesale Hardware—must have 
wholesale hardware experience. Sal- 
ary and commission. Car furnished. 
Write, giving experience, age, etc. 
Address: R. J. Sutton, The Thomson- 
Diggs Company, P. O. Box 839, Sac- 
ramento 4, California. 

EXPERIENCED REPRE- 
SENTATIVE 


With following wishes housewares 
and hardware line or lines for North- 
ern California. Will consider working 
with Los Angeles representative on 
split commission basis. Young and 
aggressive, proven ability to produce. 
Address Box A-966, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, California. 
WANTED 

Sales Representative for proven, in- 
teresting, inexpensive imported door- 
mats. Address HARDWARE WORLD, 
1355 Market St., San Francisco 3, 
Calif. 


HARDWARE 


One of the best in Sacramento. Es- 
tablished for years. Good lease, doing 
a nice business and priced to sell. 
Johnny Case Realty Co., 2431 Stock- 
ton Blvd., Sacramento, Calif. GL 
1-8436. 





Where's The Number? 
Due to mechanical limitations the IN- 
QUIRY NUMBER is sometimes omit- 
ted at the bottom of an ad. To find 
the inquiry number check the INDEX 
TO a RS on Page 66 of 
this is 


CIRCLE “THE NUMBER—WE DO THE REST 











Original 


eS "aN 


Fron suaserruns 


Set of 4ina 
3-color Box, 
12 Boxes in 











Bakelite Furniture Rests with 
universal socket. 


arton. ROBERT E. MILLER & CO., 








Announcements in this section are inserted at the rate of twenty 
cents per word, including address or box number, with a minimum 
charge of $5.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 


1960 WESTERN WHOLESALERS’ 
DIRECTORY includes 185 wholesal- 
ers located in 68 cities in 12 of the 
Western States. This 16-page annual 
directory gives valuable information 
about general line and specialty 
wholesalers who serve the retail hard- 
ware field. Each listing includes ex- 
ecutives, territory served, types of 
merchandise handled, special sample 
display rooms, specialty salesmen and 
special services offered. Price $2.00. 
Send check to HARDWARE WORLD 
SERVICE BUREAU, 1355 Market 
Street. San Francisco 3, Calif. 





Loritz Appointed by Atkins 


Edmund Loritz, Jr., has been ap- 
pointed hardware sales representa- 
tive for Atkins Saw Division, Borg- 
Warner Corporation, Indianapolis. 
Appointment was announced by F. S. 
Sheppard, Atkins hardware sales 
manager. Loritz will call on hard- 
ware dealers and wholesalers in Cal- 
ifornia and Nevada. 


Dealer to Give Away Vacation 
Cottage and Lot Allowance 


POMONA, Calif. — Garey Lumber 
& Hardware Co., 198 N. Garey Ave., 
here is giving its customers an op- 
portunity to win a fully constructed 
vacation cottage. The prize includes 
a $3000 allowance for the land on 
which the cottage would be built. 

The cottage is a 24 x 24 foot “Hol- 
iday House” designed and built by 
Panelboard Systems. It is equipped 
with a free-standing fireplace, gas 
and hot water heater, modern bath- 
room facilities, flooring and _base- 
board electrical outlets. 


DOMES °o SILENCE 


FURNITURE GLIDES 


Wonderful for 
ali WOOD and 
METAL Furniture 

Glide Softly, 
Silently, Smoothly 


New ‘‘color - full’’ 
packages for greater 
sales. All of t 

Glides illustrated 
are packed 4 to a 
set, for fast, com- 
pact and easy sales. 
A size and style to 
suit every purpose. 
Stock our complete 


Ask your Jobber or write 
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Drive on type Bakelite Furniture 
line. Rests, with needle point nail— 


INC., 35 Pearl St., New York 4 


IN MEMORIAM 
MARIE STUART 


Honolulu — Marie Stuart, wife of 
Lawrence B. Stuart of the Lawrence 
B. Stuart, Ltd., manufacturers’ rep- 
resentative firm, died here on June 
29 from cancer. 

Mrs. Stuart had been active in the 
manufacturers’ representative com- 





pany for several years and was well 
known to the hardware trade in the 
50th state. 

Before going to Hawaii she worked 
for the California Hardware Com- 
pany, wholesalers, in Los Angeles. 


ED STRAUBE 


GLENDALE, Calif—Ed Straube, 
60, died here July 3, 1960. Straube 
had been a manufacturers’ repre- 
sentative since 1957. Prior to 1957, 
he was sales manager ef Butts Man- 
ufacturing Co., Burbank, for 25 
years. Straube had also been a sales 
representative for L. A. Ladder Co. 
in Los Angeles. 

Straube was a member of the Los 
Angeles Pot & Kettle Club. He was 
born in St. Louis, Mo. 


WALTER P. BYDE 


FRESNO, Calif.—Walter P. 
77, died here. 
the hardware 
name. 

Byde began his hardware career at 
the age of 14 as cash boy in the old 
Kutner-Goldstein Department Store. 
He moved up to the post of manager 
of the store’s hardware department. 
He held the position for 18 years. 
Byde opened his own business in 
1929 with partner, the late Ernest 
Huntzicker. The company, Walter 
Byde, Ltd., now has four stores. 

Byde retired from business several 
years ago. 


Byde, 
He was a founder of 
chain bearing his 





Genuine 


1 doz. cards to 
ko. 4 glides 
g* card. Case 
hardened steel. 








HARDWARE WORLD 





YOU WIN, | ike “LUCKY 


FINEST ALUMINUM SEVEN”’ 


eg 


SEAMLESS a : ONE PIECE 
MUFFIN nd J <i CLEANS LIKE A DISH. 
No. 162M— 4 : 

Ship. oe Pip Py Ibs, 











MIRRO 
PIZZA PAN 


No, 322M—12”, m| 
ani i y y \ \( EWA R E 
MIRRO BISCUIT ~~ - | S , C A 


AND CAKE PAN 
No, 5482M—11x7x1%"". 
Ship. unit 6 only, 2% tbs. 


MIRRO LAYER 

CAKE PAN 

No. 1109M—9”’. Ship. unit 6 onty, 
2% Ibs. 


signer ie) a). 25 


MIRRO 
ALUMILITE PIE PAN ™ : i 
. 2B9AM—9x1%’, : y Vey,  .: 
Ship, unit i las Good Houscheoping io 
s. 2 


24s soveanst eee 


- You'll be a big winner with this 
BREAD PAN lucky 7-piece selection of genuine MIRRO 
a ea » utensils. Every piece is a regular-line, 
B only, 2% Ibs. big demand item. Group display, backed 
by a solid stock, will move this merchandise 
in big volume . . . build store traffic... 


add good will. Act now, for extra profit. 


Buy TODAY, from your MIRRO Jobber! 


Seeeeeeeeoeoeeoeoeoeoeseeeeeeeeeseeeeee eee 


= 5892M-—-9x9x2”’, 

Ship. unit 6 only, 2% Ibs. MIRRO ALUMINUM COMPANY « MANITOWOC, WISCONSIN 
Fifth Avenue Bldg., New York 10 Merchandise Mart, Chicago 54 

WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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gi No. | 
CRYSTAL-CLEAR 


FLEXIBLE 


SHATTER-PROOF 


Advertised 


DURABLE 
Retail 


Lin. Ft. 4O* 29° 26° Guarantee 
— 48 Inch Width — 
Cat. No. Length Dealer Cost 


NFG 48x50 60 yds. $38.67 
NFG 48x25 =. 25 yds. 19.34 


NFG 36x100 
NFG 36x50 
NFG 36x25 


Genuine 
Original 


Cat. No.—36 Inch Width—D. Cost 
100 yds. 
50 yds. 
25 yds. 


TOP QUALITY 


INDOW MATERIALS 


TIC Nationally Advertised Every Year Since 1924 


FLEx-O-GLass 


Plastic Window Material 


Special formula plastic pro- 
duced by a special process only 
Flex-O-Glass is 


easy to sew and will heat-seal. 


by Warp Bros. 


Transmits ultra-violet light. 
3 Widths—28”-36"—48 
— 28 Inch Width — 

Cat. No. Length Dealer Cost 


NFG 28x50 50 yds. $26.00 
NFG 28x25 = 25 yds. 13.00 


years 


$58.00 
29.00 
14.50 


— FLex-O= PANE 


SEMI-RIGID 
CRYSTAL-CLEAR 


Made in 5 MIL and 
10 MIL THICKNESS. 
A highly transparent 
material that will give 
satisfactory service. 


Nit 7 Pe 
Advertised Retail ¢ Lin.» ' , 
10 Mil—36” WideO 2 Ft, 2 Widths-36"-48 

Dealer Cost 
Cat. No, Mils 25 Yds. 60 Yds. 
5FP 36 5 
5FP 48 5 
10FP 36 10 
10F PAS 10 


Width 





— 


marpss Giass-O- -NET | Warp Wrr-O-Giass 


Reinforced with 4” 
mesh green waterproof 
cord, with plastic glass 

‘ applied both _ sides. 
Very durable. Highly 
transparent. Glass-O- 
Net is patented. 
Square 
Yard f Widt 


Width Dealer Cost 


Advertised 
Retail Price 
Cat. Ne. 
GON 100 
GON 50 
GON 25 


78° 


| 





Ww BAS 


Every wire imbedded 
in a cushion plastic. 
Plastic glass applied 
both sides and fused 
into solid sheet for 
durability and weath- 
er resistance. 
Advertised 
Retail Price 


Cat. No. 


WOG 36 
WOG 28 


$]. 20 Sauare Rae 9".96 


Yard W 


25 Yds. 50 Yds. 100 Yds. 


$20.00 $40.00 $80.00 
15.56 31.12 (D.Costs) 


Width 


86” 
28” 





Warps SCREEN- Gass 


GALVANIZED 
14 MESH BASE 


Galvanized screen 
cloth imbedded in 
exceptionally clear, 
waterproof plastic. 
Extremely durable 
for long service. The 
best made. 

i WIDTHS 


28” — 36” —48 
50 lin.ft. 100 lin.ft, 


$25.34 $50.67 
19.00 38.00 
14.78 9.56 


Square 
Foot 
25 lin.ft. 
(D. Costs) 
$ 9.50 


"19¢ 


Retail Price 


Cat.No. Width 


Advertised 





= Complete Line of ee Storm Wit 


PUPLETNGTTTETNT TTT sta erere ae 


WINDOW KIT | 
Early Order 


SPECIAL— | 


REALLY SELL Easy On’s THIS FALL AND WINTER 


Regular 


$37.44 
SPECIAL 
$35.55 


Until Oct. 


You can save 5% 
making Easy-On 
Oct. 1, 1960. Red, white, 
play assembles in seconds. 
3 ft. of space. 


than 3s 
Still Available in 3 Doz. 


by ordering this sales- 
Merchandiser before 
and blue dis- 
Takes less 


sq. 


Pack - Cat. No. EZ 36 


Each Individually BOXED Easy-On Kit Contains: 
. Package 
Enough 


1. 


2. 18 Feet Fibre 
Moulding 


x36” Transparent 
Plastic Sheet 


Suggested Dealer Cost 
Per Ctn. 


$37.44 


1, 1960 





of Nails. 
for the Job 








‘ CAT. NO. EZ-144 
EZ-144 EARLY ORDER SPECIAL 

144 Easy-On’s packed Special Dealer Cost $35.55 

in colorful eye-catch- YOU SAVE — 5% 


ing dispenser. Offer Expires Oct. 1, 1960 


filly Fane 


STORM Door 








FITS EVERY DOOR —7 ft. x 3 ft. 
> DOZ. IN COUNTER MERCHANDISER 


| Complete Kit Contains: 
1. 84”x36” Transparent Plastic 
2. 21 Feet Fibre Moulding 
3. Large Package of Nails 
Individually Boxed RETAIL 
Suggested Dealer Cost 
Pkd. Lbs. Each Per Ctn. 


$11.04 


Cat. No. 
JSD-24 





JUMBO SIZE 


Plastic 
6 Ft. x 10 Ft 


STORM WINDOW KIT 


r ¥¥ 
Complete Kit Conta 
6’x10’ Transpar- 
ent Plastic 

60’ Special For- 
mula Double- 
Face Tape 


red 


Suggested Dealer Cost 
Per Ctn. 


Lbs. Each 


7 $ 1.66 $ 9.96 


Jiffy-Kratt 
S TORM Door 


DOZ DISPENSER B 


Complete Kit Contains: 
84”x36” Weatherproof Kraft 
with 12x12” transparent window 
2. 21 Feet Fibre Moulding 
3. Package of Nails. 
READY TO TACK ON! 


RETAIL 


Suggested Dealer Cost 
Each Per Ctn. 


$ 6.32 


Pkd. 
12 


Cat. No. 
KC-12 


Lbs. 


18 52.7¢ 


Poly Pane 


FULL SIZE WINDOWS IN EACH 
KIT READY TO TACK ON 


NEW ECONOMY-PaCK 4 STORM 


= WiNoOWS 


STORM Windows : 
Ready to Tack = 











ts Kit Contains: 

1. 2 Sheets Plastic—Each 72”x36 

2. 36 Feet Fibre Moulding 

3. 2 Packages of Nails 

3 Color Plastic Envelope 2 

Suggested Dealer Cost 
Per Kit Per Ctn. 


28¢ $ 6.72 


Complete 2-Window 


| In ws 


Cat. No. 
2P 24 


Pkd. 
24 Kits 


Lbs. 
13 








Carried By Reliable Wholesalers 


Everywhere 





